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Abstract 
 
This research question of this master thesis was: what makes communication of corporate 
social responsibility, through corporate message channels credible, from the consumers’ point 
of view? In this research, 25 in person and in-depth interviews have been done, through an 
inductive, unstructured, and exploratory interview research design. The responses from the 
interviews were then categorized into factors that answered the research question. Under each 
of the seven factors, the many responses were accumulated into fewer responses, which 
explain the factor, and answer the research question of this master thesis.  
 
The factors with its responses were analyzed and compared with existing theory in the 
analysis, to look for confirmations and new theory. In the last discussion part, the theoretical 
implications, managerial implications and limitations and further research are discussed. From 
the interviews, the master thesis found the following seven factors and adjectives; endorsed, 
consistent, altruistic, personal, linked, noble and transparent. The seven factors confirm 
existing theory on the field. This means that no clear and new theory is discovered in this 
master thesis. Although, no clear and new theory is discovered, the master thesis is an original 
research study. The study confirms and labels existing theory into factor names, which are 
adjectives.  
 
The ranking of the factors from 7.3, with the number of times responses under each factor was 
mentioned in parenthesis, was as follows: Altruistic (124), Consistent (92), Transparent (78), 
Endorsed (64), Linked (48), Personal (46), and Noble (12). These results give us an indication 
of what the respondents placed emphasis on in the interviews.  
 
The seven factors can be used as a check list, before launching CSR-initiatives. If the CSR-
initiative contains the factors, the CSR-initiative will be credibly perceived by the consumers, 
and successful, based on the results from the interviews in this master thesis.  
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1 Introduction 
 
Corporate Social Responsibility (CSR) has been defined by the European Commission as: 
“a concept whereby companies integrate social and environmental concerns in their business 
operations and in their interaction with their stakeholders, on a voluntary basis” (Commission, 
2011). 
 
Corporate social responsibility is what companies do more than their legal obligations to the 
society and the environment. Regulatory requirements influence the companies’ willingness 
to invest in corporate social responsibility initiatives (Commission, 2011). 
 
The agenda of CSR-activities has changed, and the number of initiatives increased over the 
years (Roome, 2005).  Roome claims that the increasing interest in CSR can be seen in 
relation to an increasing demand for transparency and openness around the world. It is 
mentioned in (Roome, 2005) that in the beginning of the 1970s, there was concern of the 
safety of products. Also, at the same time there was concern from social activists about 
companies’ involvement in countries that struggled with repressive regimes.  
 
From the 1980s, environmental and social implications of companies’ activities were also a 
concern. According to (Roome, 2005), companies monitored and measured their 
environmental impact through adopting management systems. They also created new products 
and new business models that were more environmentally friendly. Corporate social 
responsibility-initiatives further expanded to concern employment issues that went further 
than the law required. This concerned issues as: gender equality, racism, religion, age and 
handicap. In addition, more lately companies included the responsibility of good labor 
condition standards, and avoided child labor from developing countries. Recently; climate 
change, corruption and bribery are CSR-issues widely debated (Nielsen & Thomsen, 2009). 
Companies’ choices of what issues to focus on, depends on their context and their perspective 
(Nielsen & Thomsen, 2009). 
 
The trend of companies getting more transparent, and stakeholders’ increasing demands 
towards companies of increasing their investments in corporate social responsibility 
initiatives, is positive. Companies have great power in today’s society, and the more power, 
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the more responsibility a company are obliged to take. From stakeholders’ point of view a 
company will probably today stand out negatively, if it is not involved in any CSR-initiative.  
 
Key prerequisites for obtaining CSR’s strategic benefits are to create stakeholder awareness, 
and managing stakeholder attributions towards the company’s CSR initiatives. Therefore, it is 
necessary for managers to have a deep understanding of key issues in relation to CSR 
communication. This is; what to communicate (message content), where to communicate 
(message channel), and in addition an understanding of the company- and stakeholder-
specific factors, that influences the effectiveness of CSR communication (Du, et al., 2010). 
 
The primary motivation behind this master thesis is to contribute to make the CSR 
communication more credible. More credible CSR communication, will hopefully increase 
the number of companies involved in CSR, and increase the companies’ CSR budgets, by 
helping the companies to dare to invest more money, in CSR-initiatives. Companies need to 
know that their CSR-initiative will be received well, by their stakeholders. This will probably 
only happen, if the CSR-initiatives are communicated in a credible and ethical justifiable way. 
In today’s situation in Norway, companies can differentiate themselves compared to other 
companies, on CSR-initiatives. Based on the previous development, probably more 
companies will invest in CSR-initiatives, and more money will be invested by the current 
companies involved in CSR in the future. This will probably lead us to a society in the future, 
with even more focus on ethical conduct for companies. Companies may in the future 
differentiate themselves negatively, by not living up to the increased CSR standards.  
 
The researcher believes that credible CSR-communication will result in positive outcomes for 
the company, the cause and the consumers. The company will probably enhance its CSR-
beliefs. In Lichtenstein (2004), it is documented that people that have more positive CSR 
beliefs about a grocery chain, buy more from that chain. A consequence from CSR beliefs, are 
consumers’ perception of the company overlapping with their self-perception, called 
consumer-company identification (C-C identification) (Sen, 2001) (Bergami, 2000) (Dutton, 
et al., 1994). C-C identification is likely to drive longer term relational behaviors, that go 
beyond just product purchase (Lichtenstein, 2004). These are: loyalty to existing products 
(customer retention), willingness to try new products, positive word-of-mouth, and resilience 
against negative information about the company (Klein, 2004). This altogether, leads to an 
improved brand image (Shuili Du, 2010). 
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The possible outcomes for the cause are typically; money, corporate resources, and awareness 
(Shuili Du, 2010). This probably makes credible CSR-initiatives, a win-win situation for both 
the company and the cause. The consumers get credible information about the CSR-initiative, 
which builds trust and a good relationship, as listed in the previous paragraph. Consumers get 
the opportunity to contribute and help, by participating in companies’ CSR-initiatives, which 
will give them value. 
 
This research will proceed with the researcher doing 25 in-depth, unstructured interviews. The 
researcher wants to explore; what makes corporate social responsibility communicated 
through corporate message channels credible, from the consumers’ point of view?  
 
Research Question 
Research question: What makes communication of corporate social responsibility, through 
corporate message channels credible, from the consumers’ point of view? 
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Figure 1: Overview of a CSR Communication Process. 
 
            2 Literature Review 
 
      Credibility 
 
2.1 The Origin and Definition of Credibility 
 
The interest for credibility goes back to Aristotle. In his writings about rhetoric and ethos 
(appeal from a speaker’s moral character, like reputation), pathos (appeal from emotions, like 
fear appeal), and logos (appeal from reason or logic, like the content of a speech), Aristotle 
meant that all of the three were obligatory for trustworthiness. Although he meant that it was 
the speaker’s ability to relate to different audiences, credibility was mainly about (Flanagin & 
Metzger, 2008). 
 
There has not risen any clear definition of credibility from the history. The view is that 
credibility is the believability of a source or a message, which is made up of two primary 
dimensions which are: trustworthiness and expertise. Two secondary dimensions as for 
example; source dynamism (charisma), and physical attractiveness also exist. Trustworthiness 
and expertise, which are the two primary dimensions, both have subjective and objective 
components. Trustworthiness is a receiver judgement, which is primarily based on subjective 
factors. Expertise can also be similarly subjectively perceived, but does also include relatively 
objective characteristics of the message or source in addition, as for example: information 
quality or source credentials (Flanagin & Metzger, 2008). 
 
The research field of credibility is very interdisciplinary, and the different definitions are also 
to some degree field-specific. In the field of communication and social psychology, credibility 
is treated as a perceptual variable. This means that it is not an objective property of a source, 
or a piece of information. Instead, it is a subjective perception of the receiver of the 
information. Thus, from this field and perspective, the perceptions of credibility, from the 
audience is focused on, instead of the objective credibility of piece of information, or the 
source. From an information science perspective, they would have viewed credibility more as 
an objective property of information. This field would emphasize to define credibility, on the 
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basis of information “quality”. This could be; how good, useful, reliable, relevant, accurate 
etc. information is for a specific purpose (Flanagin & Metzger, 2008). 
 
One key difference between the different disciplines is that communication and psychology 
usually focus on credibility of the source, while information science instead focuses on 
message, or information credibility. It is important to say, that these distinctions are not 
perfectly clean.  
 
Credibility can be closely allied with several concepts. These are: trust, accuracy, reputation, 
reliability, competence, authority and quality. Although many of these concepts include both 
of these core dimensions of credibility, the following concepts resemble more closely to the 
trustworthiness dimension; trust, reliability and reputation, while the others lean more towards 
the expertise dimension; authority, quality, accuracy, competence (Flanagin & Metzger, 
2008). 
 
Trustworthiness of the message is stated as important in for example (Du, et al., 2010), and 
(Morsing, 2003). They explain, that for a brand to be trusted and have credibility among 
consumers, is important for the brand’s reputation.    
 
In accordance to (Robert & R., 1986) and (M. & Hunt, 1994), trust is associated to traits as; 
honesty, responsibility, fairness and benevolence. CSR perceptions, will probably lead to 
perceptions of the company as a; responsible, fair, and also a possible trustworthy partner 
(Swaen, 2003). According to a study performed by (Ipsos/Fleishman-Hillard, 1999); 89 % of 
the respondents, answered they would trust a company that had done a genuine CSR 
commitment. Interviews have also pointed at trust as an important factor, to determine 
customer loyalty (e.g. (Arjun & B., 2001)).  
 
2.2 What is Credible CSR communication? 
 
Now, one has tried to explain the origin and definition of credibility, and one will proceed 
with theory about what is credible CSR communication.  
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There is an ongoing debate in the academic research literature, on what constitutes 
trustworthy CSR communication among consumers. More external factors as; the cultural 
context (Morsing & Schultz, 2006); (Birth, et al., 2008), and the demographics of the 
stakeholders (Schmeltz, 2012), may have importance.  
 
According to (Morsing & Schultz, 2006), consumers want subtle CSR communication as; 
annual reports and websites, verified by a third party. While (Schmeltz, 2012) argues that 
consumers prefer explicit and factual CSR communication, with a consumer relevance focus. 
This relates especially to a younger audience.  
 
In Lii & Lee (2012), they conclude that the type of CSR communication matters, for building 
reputation. They found that philanthropic campaigns are more favorable perceived by 
consumers than sponsorships, and that customer relationship management (CRM) campaigns, 
are even worse than sponsorships. The focus on transactions in CRM-activities reveals the 
firm’s business motives, and is therefore not viewed as compatible with credible CSR 
communication.  
 
Conclusions from a research conducted in Denmark, says that there is an expectation of 
companies to engage in CSR-activities. On the other hand, companies should not 
communicate too loud about their CSR-activities (Morsing, et al., 2008). It is suggested that 
like in Denmark, also other welfare countries will be exposed to new expectations from the 
society, where companies will go from implicit to more explicit CSR approaches (Matten & 
Moon., 2004). This tendency is called “Americanization” of European companies’ CSR 
communication strategies (Beckmann, et al., 2006). 
 
The CSR communication dilemma is explained in (Morsing, 2003), as the more a company 
can control its CSR message content, the less credible consumers evaluate it. From (Du, et al., 
2010) CSR messages become more credible, the less controllable the CSR messages are from 
the company that sends the message. This means that companies have little ability to 
communicate the company’s CSR initiatives, through the company’s own communication 
channels, like company websites and advertisements.  
 
In Morsing (2003), the value of trustworthy CSR communication is stated to build a strong 
company reputation. She says that the main target group should not be consumers, because of 
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the assumption that increased company vulnerability emerges from CSR communication, 
based upon the attraction of critics.  
 
Since consumers are more critical towards sources that is biased or self-interested (Wiener, et 
al., 1990), CSR through corporate sources, will receive more skepticism and less credibility 
from consumers, than non-corporate sources. Also (Yoon, 2006), showed that when 
consumers was shown CSR-initiatives from a neutral source, the consumers’ reactions were 
more positive, than from a corporate source.  
 
Companies should use a so-called expert CSR communication process, towards expert 
stakeholders. Expert stakeholders are an exclusive group of respected opinion makers, i.e. 
politicians, local decision makers, critical stakeholders, investors and the media. Expert CSR 
communication is hard to understand, if you do not know much on beforehand about CSR 
issues (Morsing, et al., 2008).  
 
Companies should use an endorsed CSR communication process, towards customers and the 
general public. The endorsed CSR communication towards the customers and the public is 
done in an indirect way. Companies rely on the “elite readers” as local decision makers, 
expert stakeholders etc., to convey the CSR communication in positive ways to the general 
public and consumers, which is the larger group of society. This is the “endorsed CSR 
communication process”. To balance the CSR communication process between expert and 
endorsed is challenging (Morsing, et al., 2008). 
 
Direct communication typically goes through formal channels such as; websites, 
social/sustainability reports, brochures etc. Indirect communication is typically conveyed 
through; journalists, mouth-to-mouth from employees, consumers, local community actors 
etc. A company will get a better reputation and public relations (PR) value, by using a third 
party endorsement, than conveying the CSR message by themselves. It is far more extensive, 
to do it themselves (Morsing, et al., 2008).   
 
So, instead of using formal channels for CSR communication, research claims that companies 
either should do it in an indirect way, by using relevant national and local stakeholders and 
networks (Nielsen & Thomsen, 2009). In the literature, stakeholder communication in 
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particular goes under the headings: “stakeholder dialogue”, or “stakeholder relations” (Payne 
& Carlton, 2002). 
 
In Figure 2, the findings from Denmark show us that public relations and corporate 
advertising are far less important for stakeholders, than the less bold message channels as; 
corporate websites and annual reports (Morsing, et al., 2008). 
 
 
Figure 2: Should Companies Communicate Corporate Citizenship? Source: 
(Morsing, et al., 2008). 
 
Another possibility to strengthen the CSR profile (here of small and medium sized 
enterprises, SME’s), is to place the marketing and maybe also the PR functions, closely to the 
top and HR management. This would make it possible to integrate employee, and external 
marketing communication, which would create synergies between employees’ local 
ambassador role, and marketing and PR communication (Nielsen & Thomsen, 2009). It is also 
very important to influence the middle managers’ mindset of SME’s, when it comes to CSR 
communication (Nielsen & Thomsen, 2009). 
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Message Content 
A company can be involved in CSR in two ways. The CSR message can focus almost only on 
the cause, or on the company’s involvement in the cause (Du, et al., 2010). 
 
There are three aspects of commitment; the amount of input, the durability of the company, 
and the consistency of the input (Dwyer, et al., 1987). An example to illustrate this is the 
company Target, which donates a percentage of all purchases made on the company’s credit 
cards to schools. Target has since the beginning in 1997 donated more than $246 million to 
schools. So, the substantial amount of input is $246 million, the durability is since 1997, and 
the consistency of support is one percentage of purchases, made on one type of credit cards. 
 
Instead of the input side, a company can focus on the output side of the company’s CSR-
initiative. That is the benefits, or the results from the company’s support (Du, et al., 2010). 
Both, to focus on the CSR commitment and the CSR impact is effective CSR communication, 
because CSR communication should be factual, and avoid being perceived as bragging (Sen, 
et al., 2009). 
 
From a company’s CSR commitment and CSR impact, one can judge underlying CSR 
motives. Webb & Mohr (1998) found that the length (durability) of the company’s support in 
CSR-initiatives, was used to judge company’s motives. Commitments that were done over 
longer-term periods, where more likely seen as genuinely driven care for the society. In 
comparison to shorter term campaigns that were more likely seen, as a way of using the 
causes to earn money. Also, (Du, et al., 2009) proved positive associations between 
consumers’ perceived social impact of the company, and consumers’ advocacy behavior of 
the company.   
 
To have social resources is mentioned as a competitive advantage. In Doherty & Meehan 
(2006), they explain that social resources consist of three elements; social and ethical 
commitments, connections with partners in the value chain, and consistent behavior over time 
to build trust. The three mentioned elements are interrelated, and when all of them are 
perceived by consumers at the same time, the elements create a basis for credibility for the 
company’s corporate social responsibility initiative. 
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Motives 
In Maignan (2002), they have studied CSR communicated through corporate websites. They 
found that there is great difference between which motives, companies communicate in CSR-
activities. Some focus on the intrinsic motives, while others focus on the business case for 
why they engage in CSR-activities. According to (Fein, 1994), when a company is suspected 
having ulterior, self-serving motives in their CSR-activities, stakeholders will likely not make 
positive attributions of the corporate’s identity.  
 
On the other hand according to (Ellen, 2006), stakeholders view companies that do CSR for 
both the good (intrinsic), and the profit (extrinsic) more positively, than when attributions 
were only intrinsic, or extrinsic. Based on this, (Porter & Kramer, 2006) meant that 
companies should frankly show the link between profits and social interests, in CSR-
initiatives to the world. 
 
Extrinsically motivated CSR communication is well discussed in the literature. CSR-
initiatives can be divided into four categories; “CSR as window dressing”, “Impotent CSR”, 
“Strategic CSR”, and “Genuine CSR”. These four different initiatives are categorized based 
on if the CSR-initiative is extrinsically motivated or intrinsically motivated, and if the CSR- 
initiative influence or does not influence the organization’s core activities (Jørgensen & 
Pedersen, 2011).  
 
 
Figure 3: Motivation and Integration. Source: (Jørgensen & Pedersen, 
2011) 
 
17 
 
Strategic CSR communication is extrinsically motivated, and does influence the 
organization’s core activities. Which factors researchers think are most effective in message 
content, to maximize a company’s profits in CSR-activities, are widely discussed in the 
literature. Also, consumers’ perception of CSR communication is well covered. 
 
CSR Fit 
Often stakeholders expect that companies will only sponsor the causes that have a good fit, or 
logical association to the company’s core corporate activities ( (Cone, 2007); (Haley, 1996)). 
 
In Gilbert’s (1989) two-stage model, consumers will firstly attribute CSR-initiatives to 
intrinsic motives. Then, the consumers will correct this perception. If there is a low fit 
between a cause and a company’s business, the cognitive elaboration will increase and 
extrinsic motives will be more salient. This will in turn reduce the stakeholder’s positive 
perception of a company’s CSR-initiatives. Based on this, companies should highlight the 
CSR fit. 
 
Research by (Bloom, et al., 2006), indicates that in some cases low fit may lead to more 
favorable consumer reactions, because it may differentiate the company as being more sincere 
in the companies’ motive, which will increase the CSR communication effectiveness.  
 
Inside-out Approach 
According to (Shuili Du, 2010): ..“a key challenge of CSR communication is how to 
minimize stakeholder skepticism, and to convey intrinsic motives in a company’s CSR 
activities”. Credibility of the source is essential for effective and trustworthy CSR 
communication.  
 
Companies that have good reputations, and are perceived to have high source credibility will 
probably, amplify the positive effects of the CSR-communications. Opposite, companies with 
poor reputations will probably experience that, the effects of the companies’ CSR 
communications will be dampened or even backfire (Yoon, 2006). 
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To anchor the CSR activities in the organization is a requirement, for trustworthy CSR 
communication. This requires that employees are actively involved, in the CSR activities 
(Morsing, et al., 2008).  
 
To fully integrate CSR in the business model is very important (Hillestad, et al., 2010), and 
the senior managers’ commitment plays an important role (Jahdi & Acikdilli, 2009). In 
Ellerup Nielsen & Thomsen (2009), they point out that the basis for trustworthy CSR-
communication is that, the employees are actively involved, and commit themselves to the 
CSR policies and the actions, that the top managers decide. If not, the CSR-initiative will not 
be inside-out, and it could be seen as just top management rhetoric. It is very important that 
the CSR initiative and performance are communicated both internally and externally, in a 
consistent way (Borgerson, et al., 2009). 
 
Mike Rulis, Vice President, Corporate Communications in Novo Nordisk, said: “If employees 
do not experience the company as a socially responsible company, then we become totally 
untrustworthy when we try to portray ourselves as trustworthy to other stakeholders. This is 
why our CSR strategy started from inside the organization with simple issues like a better 
work environment, including sick leave, alcohol policies, etc. This is all forgotten now, 
because people talk about saving the world when they talk about CSR, but it all started with 
the simple things” (Morsing, et al., 2008). 
 
According to (Morsing, et al., 2008), companies first have to start with their internal 
commitment before they embark on the local community and the local community before they 
embark on the national and international arena. At the company Danfoss, they use employees 
in interviews to talk about CSR issues, to overcome skepticism towards managerial-driven 
CSR-activities. It has two effects according to Ole Daugbjerg: it commits the employee to the 
CSR-activity (inside-out approach), and also it communicates the employee commitment to 
the public. It makes the company appear more trustworthy and socially committed, without 
communicating the CSR-activities in a top-managerial way (Morsing, et al., 2008). 
 
There are different ways for a company to be socially responsible. In Figure 4, the Reputation 
Institute in Denmark has performed a study of public perceptions. According to that study, the 
“treatment of employees” is perceived as an essential corporate social responsibility by 45 % 
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in 2004, in comparison to just 5 % perceive “local community” and “charitable, and other 
good causes only 1 % of the Danish population. 
 
As one can see from the figure, advertising and charity are viewed less important. That means 
that providing money for good causes, does not build the company’s reputation in a particular 
way in Denmark. Reputation Institute’s survey of the Danish people also shows us, that 
people from Denmark were more reluctant to CSR messages in company’s communication, 
than North Americans and even people from Sweden and Norway were, in the two previous 
years (Morsing, et al., 2008). 
 
 
Figure 4: Corporate Citizenship – What is Most Essential? Source: 
Reputation Institute and Harris Interactive. Figure Collected from: 
(Morsing, et al., 2008). 
 
The brand communication must be in accordance with the inherent characteristics and traits of 
the company, for the communication to be trustworthy, and to foster valuable relationships 
(de Chernatony, 1999). It is essential that identity is congruent with communication 
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(Fukukawa, et al., 2007). Stakeholders often expect that companies will only sponsor the 
social initiatives that have a good fit, or a logical association with the company’s core 
corporate activities ( (Cone, 2007); (Haley, 1996)). 
 
Corporate and brand identity is a starting point for corporate and brand communication 
(Balmer & Gray, 2003); (Harris & de Chernatony, 2001); (Hatch & Schultz, 2005).  
According to (Whetten & Mackey, 2002), identity has to do with the distinction of “the self 
from the other in general, and in specific comparison”. Corporate identities have to be both 
similar, and different from others (Whetten & Mackey, 2002). They have to follow the rules, 
but differentiate themselves to be recognized as a brand that has something unique to offer 
(Blombæck & Scandelius, 2013).  
 
Companies’ credibility is one of the dimensions of companies’ reputation (Fombrun, 1996). 
CSR consists of actions, and these actions have to be consistent with the communication, for 
the CSR initiative to be considered trustworthy and fair (Schultz, et al., 2013). The credibility 
of advertising messages has a positive impact on the attitude towards the advertisement, and 
also the brand (Choi & Rifon, 2002); (MacKenzie & Lutz, 1989). 
 
Three important factors that make a company credible are: the source of information 
(Goldsmith, et al., 2000), the knowledge level of the consumers (Bronn & Vrioni, 2001), and 
the industry sector where the company belong (Bhattacharya & Sen, 2004). It is essential for a 
company to have consistency between the company’s; vision, strategy, culture and reputation. 
This is to build a strong and unique brand, that can become a sustained and competitive 
advantage (Schultz, et al., 2005); (Karmark, 2005). 
 
The term total corporate communication, is that companies must avoid to think that their 
communication is just the company’s formal messages (Balmer, 1995); (Balmer, 1998). 
Everything that a company states, makes, or does counts, and is communicated to their 
stakeholders (Balmer, 1995) p. 34. So, from this perspective decisions about products, 
services, and the overall behavior of the businesses, becomes strategic through corporate 
communication (Balmer, 1999). From this perspective, internal communication becomes very 
important to secure consistent behavior from all members of the organization (Stuart, 2011). 
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In the emerging literature field of ethical identity, companies have to be social responsible and 
sustainable (Balmer & Gray, 2003). In Balmer, et al. (2007), it is suggested that “corporate 
ethical identity” only can be obtained, through co-creation with external stakeholders.  
 
Continuity 
In the research field crisis communication, it is beneficial for consumer support, to signal a 
long CSR history in CSR communication (Vanhamme & Grobben, 2009). Time as a factor is 
also mentioned in (Doherty & Meehan, 2006).  
 
Continuity is often mentioned in discussions about identity cf. (Albert & Whetten, 1985); 
(Dutton, et al., 1994). Identity is only credible, if it remains the same over time (Whetten & 
Mackey, 2002). A research strain that focus on corporate heritage in relation to corporate 
identity is developing (Blombæck & Scandelius, 2013). A company’s heritage can provide 
trust and credibility for the brand among stakeholders (Urde, et al., 2007). A brand with a 
high heritage quotient consists of five dimensions: the history, symbols, existence of track 
results, core values, and longevity (Urde, et al., 2007). It was (Balmer, 2011a) (Balmer, 
2011b) who developed companies’ heritage identity, as a strategic tool for reputation and 
authenticity. 
 
In Blombæck & Scandelius (2013), they find that having corporate heritage in CSR 
communication is positively related to having a responsible brand image. If the 
communication of heritage is not in relation to CSR, it has no influence on consumers’ 
perception of the brand as environmentally and socially responsible. It is important that the 
core values consists of CSR-related content, if not the brand will not be perceived as 
trustworthy in a CSR perspective. The age of the brand, does not influence consumers’ 
perception of CSR communication (Blombæck & Scandelius, 2013).  
 
The link between the age of a firm and its perception as reputable is supported in previous 
research (Caruana, 1997) (Blombæck & Brunninge, 2009), but not consumer trust around 
CSR, according to the results in (Blombæck & Scandelius, 2013). By including heritage in the 
companies’ CSR communication, the company can signal continuity. This may improve 
consumers’ trust, which may lead to an increased competitive advantage (Polonsky & Jevons, 
2006).   
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CSR Positioning 
CSR positioning, will also likely influence CSR communication’s effectiveness. The 
definition of CSR positioning is; “a company that relies on its CSR-initiatives to position the 
company relative to, the company’s competitors in the consumers’ minds (adapted from (Du, 
et al., 2007)).  
 
Some companies does more than engage in causes, and position the company fully in CSR, 
and become known as the socially responsible company in a category. To position the 
company on CSR, will likely amplify the effectiveness of the CSR communication. 
Stakeholders will more easily believe that the company has an authentic engagement, which 
will result in a greater persuasion in favor of the company (Du, et al., 2007). 
 
Generally, the motivation of the consumers influences the effectiveness of the communication 
(MacInnis, et al., 1991). The extent to which consumers support the cause, decides the 
effectiveness of the CSR communication. This is because it is related to consumers’ 
motivation to process CSR information (Du, et al., 2010). 
 
3 Research Design 
      
3.1 Choice of Research Design 
 
3.1.1 Research Design Alternatives 
The research design is how to operationalize the research question. It is a plan for data 
collection, and analysis (Ghauri & Grønhaug, 2010). There are inductive and deductive 
research approaches. In inductive reasoning, the process goes from observations to findings to 
theory. This approach is often used in qualitative researches. The deductive research approach 
on the other side, draws hypotheses from existing research that seems logical, and tests it 
empirically, where the hypotheses are rejected or accepted (Ghauri & Grønhaug, 2010).  
 
When the research question to some degree is blurry and not very well understood, an 
exploratory design is useful (Ghauri & Grønhaug, 2010). Flexibility is important, because of 
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uncertainty around what feedback to expect. Also, because of the desired depth, an 
exploratory and inductive design is perfect for this study.  
 
The qualitative and the quantitative methods are the main data approaches. By using the 
qualitative method, numerical data are not used. Instead, data are collected from observations, 
interviews and documents. The exploring of cases or respondents, leads to in-depth 
information. According to (D., 2013), when the research question requires exploration, as in 
this master thesis, a qualitative method is recommended. When uncovering or understanding a 
person’s behavior, experience, or a topic which is not yet well discovered, a qualitative 
research approach is recommended (Ghauri, 2004); (Marshan-Piekkari & Welch, 2004).  
 
In this research, 25 in person and in-depth interviews have been done, through an inductive, 
unstructured, and exploratory interview research design. The reversed laddering technique 
will be used amongst others as a method, to answer the research question. One interview will 
last for a maximum of 30 minutes. The choice of research design was influenced by the 
research question; “What makes communication of corporate social responsibility, through 
corporate message channels credible, from the consumers’ point of view?” The research is 
explorative, and seeks to uncover; what makes communication of CSR, through corporate 
message channels credible, from the consumers’ point of view. Based on this, the researcher 
strived to ask open ended questions. 
 
3.1.2 Theoretical Framework; “The Reversed Laddering Technique” 
 
The laddering technique is in short, where a response to a question is pushed by the 
interviewer to find underlying motives. It is a powerful technique, because of its simple and 
systematic abilities to show how consumers view the world (Hawley, 2009). Laddering is a 
series of directed probes with questions like: “Why is that important to you?”, aimed at 
determining linkages between attributes (A), consequences (C), and values (V) (Reynolds & 
Gutman, 1988). 
 
The reversed laddering technique will amongst others be used as a method to answer, the 
research question. The researcher knows the value, which is credible, and therefore seeks 
reversed ladders. The psychological, “micro” approach based on means-end theory, focuses 
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on the linkages between the attributes which exists in the products/CSR-initiatives (the 
“means”), the consequences for the consumer from the attributes, and the value (credible) that 
is personal (the “ends”), which the consequences reinforce (Gutman, 1982). Laddering is an 
in-depth, one-on-one interviewing technique, used for understanding how consumes translate 
products’/CSR-initiatives’ attributes into meaningful associations with respect to self, 
following the Means-End Theory (Gutman, 1982). In this research, one knows the value 
(credible), but not the consequences, and attributes in relation to the CSR-initiatives. 
Therefore, one tries to use the reversed laddering technique, to find consequences, and 
attributes in the interviews, from the value; “credible”. 
 
Ladders or association networks, distinguishes between products in a product class, or 
between different CSR-initiatives. These higher-order knowledge structures are used to 
process information, relative to solving problems (Abelson, 1981), which in a consumer 
context is about choice. From laddering, one can uncover why an attribute or a consequence is 
important for a consumer. An example between types of snack chips: (V) self-esteem (C) 
better figure (C) don’t get fat (C) eat less (A) strong taste (A) flavored chip. These elements 
were sequentially elicited, from a consumer who thought critically about the product’s 
attributes, and her personal motivations. 
 
CSR communication based on what is credible CSR, may be especially effective for 
consumers to be more involved in the CSR communication initiative, and for long term 
loyalty (Saaka, et al., 2004); (Reynolds & Gutman, 1988).  
 
The reversed laddering technique may provide one with a deeper insight, on what consumers 
think is credible CSR communication. One can uncover negative and positive associations, 
and perceived strengths and weaknesses of the CSR communication initiative. As opposed to 
surveys, the interviewer is present, and can help the respondent to uncover attributes and 
consequences, of what people thinks is credible CSR communication. To uncover one-self 
mentally may be difficult, because people are not always aware of their own mental processes 
(Saaka, et al., 2004); (Reynolds & Gutman, 1988). 
 
CSR communication can be evaluated on all the three levels; (attributes, consequences and 
values). The laddering technique delves into meanings and associations, which can help 
answering what credible CSR is (Saaka, et al., 2004); (Reynolds & Gutman, 1988). 
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Now, one has presented a lot of previous research from the research field credible CSR- 
communication, and theory about the reversed laddering technique. In this master thesis, one 
wants to use amongst others, the laddering technique in the interviews, to elicit what ladders 
(attributes, consequences) that comprise credible CSR communication.    
 
In this master thesis, the researcher first collected primarily Norwegian CSR-initiatives, from 
105 different companies’ websites or campaign websites (Appendix 1). The researcher found 
it very difficult to find Norwegian CSR-advertisements, so it was more convenient to 
primarily look at the companies’ webpages and some other corporate message channels. 
Corporate webpages are widely used for Norwegian companies, to present the company’s 
CSR-initiatives to stakeholders. Well-known Norwegian companies were preferred, for the 
Norwegian respondents’ sake.  
 
3.2 Data Collection 
3.2.1 Unstructured Interview 
 
The best way to get insight to answer the research question is to collect qualitative data, 
through interviews. The flexibility opens up for free speech, which may provide new points. 
(Saunders, et al., 2012). An unstructured interview design was chosen, because of the desire 
to elicit spontaneous feelings and reflections. Each respondent is different, and therefore 
needs a different approach, to maximize the respondent’s elaboration.   
 
3.2.2 Interview Guide 
 
Although the researcher chose a mainly unstructured interview design, one wants to have an 
interview guide. The interview guide is the framework of the unstructured interview, and 
describes the procedure (Thagaard, 2009). The interview guide helps to ensure that all parts of 
the interview are covered, and also makes it possible to compare the interviews afterwards.  
 
Sample 
In qualitative studies, one can base the study on a so called convenience sample. This means 
that it is not required that the sample is representative for the population. The research will 
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comprise 25 interviews. One wants to have some requirements for the sample. This means 
that half of the sample must be below 30 years old, and the other half over 30 years old. Also, 
one wants to have an equal balance of gender. This means that the respondents below 30 years 
have an equal balance of the genders, and the respondents over 30 years old as well.  
 
None of the respondents were familiar for the researcher in advance. All of the respondents 
were Norwegians and customers, which was one of the primary requirements. Six of the 
respondents were contacted by e-mails that the researcher received from the supervisor. Four 
of the six were staff at the Norwegian School of Economics (NHH), were the other two were 
not staff from NHH. The remaining six respondents over 30 years old, where also staff at the 
Norwegian School of Economics, contacted by the researcher by e-mail. The respondents 
were found at the Norwegian School of Economics’ webpages.  
 
The other half of the respondents below 30 years old, where students that where randomly 
found face-to-face, at the Norwegian School of Economics’ building in Bergen. All of the 
respondents are receivers of CSR communication initiatives, communicated through corporate 
message channels. The researcher financed, and rewarded the respondents for their 
participation in the interviews with 100 NOK each, though not all of the respondents accepted 
the reward. 
 
The interviewees were exposed to three corporate social responsibility-initiatives, 
communicated through corporate message channels. The following three Norwegian CSR 
initiatives, from three different companies, were chosen for the interviews (see Appendix 2 
for how the webpages looked like); 
 
1. Shell 7-eleven 
http://www.7-eleven.no/turtlevask/forside.aspx 
 
2. Stormberg 
http://www.stormberg.com/no/om-stormberg/samfunnsansvar/1-prosent 
 
3. Bonaqua (Coca Cola) (Bon Aqua has changed their Facebook page, after this master 
thesis was written. The applied facebookpage is in Appendix 2.) 
https://www.facebook.com/BonaquaNorge/info?tab=page_info 
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A great variation in terms of style of the CSR-initiatives is very important for the facilitation 
of high elaboration, from the respondents. This research seeks high elaboration around each 
CSR-initiative, and aim for comparisons between them. The researcher will characterize all of 
the CSR-initiatives as generous. The goal is that all of the three chosen CSR-initiatives will 
elicit feelings and reflections. The three CSR-initiatives were chosen, because of the 
researcher’s perception of the CSR-initiatives’ capability to engage the interviewees. All of 
the three CSR-initiatives are focusing on the company’s involvement in social causes, instead 
of the social causes themselves. This is the most common (Du, et al., 2010).  
 
Shell 7-eleven’s CSR-initiative 
The number one (Shell 7-eleven CSR-initiative), is a strategic CSR-initiative. The CSR-
initiative is extrinsically motivated, and does influence the organizations core activities.  
 
The idea was to provide free car washes on almost all of the company’s stations in Norway 
(83 stations), one day the 7
th
 of November 2014. This was to break the world record in most 
cars washed in 8 hours. Radio Norge and Shell 7-eleven co-operated to beat the world record 
in car washes. Shell 7-eleven had a goal of washing at least 8000 cars with the consequence of 
donating over 200 000 kroner to Mot (25 kroner pr. carwash). Mot is a non-profit organization 
that wants to create a warmer and safer environment for youths.  
 
The CSR-initiative is focusing on the commitment, and not the impact. The CSR-initiative has 
an intense style with intense colors, but maybe a bit simple designed. There are a video of a 
charismatic radio celebrity named Geir Schau. Geir Schau is known as a straight forward, 
honest talking man that is often very unserious. Geir Schau is known as kind of a comedian. 
The message focuses primarily on Shell 7-eleven’s involvement in the cause, and not the 
cause(s) itself. 
 
Stormberg’s CSR-initiative 
The number two (Stormberg CSR-initiative) is a genuine CSR-initiative, which is intrinsically 
motivated, and does influence the organizations core activities. There are three different 
aspects of commitment; the amount of input, the durability of the company, and the 
consistency of input (Dwyer, et al., 1987). Stormberg documents the amount of input the 
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company has donated, in addition to durability (since 2003), and consistency of support (1 % 
of Stormberg’s turnover goes to humanitarian and charity organizations).  
 
The fact that it is the turnover and not the sales, signals commitment, because the profit can 
vary much, but the turnover will be more stable through good and bad times. The message 
focuses primarily on Stormberg’s efforts in the causes, and not the on the causes. 
 
Stormberg has positioned the company on CSR. This will result in higher believability of the 
company’s CSR-initiatives, and greater persuasion in favor of the company (Du, et al., 2007). 
 
The CSR-initiative is rather modestly presented, with a seriously presented video, where the 
grunder and manager of Stormberg Steinar J. Olsen, talks about the CSR-initiative. There is 
nothing else, except Steinar J. Olsen and the Stormberg logo in the video. There is also a list 
with documentation, of how much, and to which organizations the company has donated 
money to, every year since 2003. From the list, one can see that Stormberg has donated 
considerable amounts of money. 
 
Bon Aqua’s CSR-initiative 
The number three (Bon Aqua (Coca Cola) CSR-initiative), is a strategic CSR-initiative. The 
CSR-initiative is extrinsically motivated, and does influence the organizations core activities. 
The CSR-initiative is communicated through Bon Aqua Norge’s Facebook webpage. Bon 
Aqua focuses mainly on the company’s commitment of donating three liters of clean water pr. 
bottle sold, but they also mention the overall goal of Red Cross, which is minimum 40 million 
liters of clean water. The message is focused primarily on Bon Aqua’s involvement in the 
cause, and not primarily the cause itself. By buying one bottle of Bon Aqua, Bon Aqua will 
donate three liters of clean water to Africa through Red Cross. Bon Aqua Norge supports Red 
Cross’ project; water for life, in African countries.  
 
Red Cross will bore wells, secure existing wells, and clean filthy water. The design seems 
professionally made, but can resemble on an advertisement. The Red Cross logo is shown, but 
it is small and up in the left hand corner. The fact that it is a Facebook page, and not a 
corporate webpage, may be negative for some. This has to do with credibility, when it comes 
to if the CSR-initiative has primarily a sales focus, or an altruistic focus, were the channel 
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may play a role for some. The cause of providing clean water is very noble and good, because 
water is essential for human beings existence. 
 
Now, the procedure of the interviews will follow stepwise: 
 
Introduction 
The first minute(s) of the interviews will ideally be used to shortly brief the interviewee about 
what the master thesis is about, the interview process, and why one will do the interviews. 
One will also try to motivate and prepare the respondent quickly, by amongst others say that 
all answers are good answers. One will assure the interviewees about the confidentiality, and 
the procedure of deleting the taped recorded material after the analysis. One will also strive to 
inform the respondents about the possible difficulties of answering questions. That it will 
require patience from the interviewer, and enough time for the respondents to process the 
questions, so the respondents can provide good answers. Also, the interviewer can inform that 
the interviewee does not need any experience to participate. The interviewer is interested in 
the immediate responses from the consumers.  
 
Exposure of the First CSR-initiative 
Since the respondents compare the CSR-activities, the order of the CSR-activities’ exposure 
has to be balanced. There are three CSR-activities, which means that six different 
combinations are possible. This means that one will vary the order of exposure of the CSR-
activities, for each interview.  
 
In the first interview, one will first expose the respondent for CSR-activity number one, by let 
the respondent read through, and process it. For a complete list of the procedure for the 
interviews and the order of exposure of the CSR-initiatives in the different interviews, see 
Appendix 3. 
 
Measurement of Two Factors 
 
Attitude towards the CSR-initiative 
Afterwards, one will measure two different factors. The first factor one want to measure, is 
the attitude towards the CSR-initiative, which is communicated through the corporate 
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message channel. One does this by first asking two questions: “on a scale from 0 to 10 how 
good do you think this CSR-initiative is?”, and “on a scale from 0 to 10, how well did you like 
this CSR-initiative?” One wants to ask two almost similar questions, to measure the factor 
from a little bit different angles, which makes the results more valid. By asking these 
questions, the interviewees will have to reflect upon how much they liked the CSR-initiative, 
by giving it a number. This will help them to focus more, and will be helpful for elaboration 
around the next questions. 
 
Credibility 
The other factor one want to measure is credibility. Also, here one wants to ask two questions 
to better cover the whole factor, and make the results more valid. The first question is: “On a 
scale from 0 to 10, how credible do you think this CSR-initiative is?”, and “on a scale from 0 
to 10, how much do you feel you can trust this CSR-initiative?” This will also help the 
respondents to focus more and reflect more upon the CSR-initiatives’ credibility, and it will 
be helpful for further elaboration. 
 
What Made This CSR-initiative More Credible? 
After the measurement, the first question is: “What made this CSR-initiative more credible?” 
This question is focusing on the positive sides (+). The respondent will amongst others come 
up with specific attributes, and consequences connected to what made the CSR-initiative more 
credible. This is as described before called reversed laddering. Generally one will try to find 
as many responses as possible from the CSR-initiatives. Responses are amongst others ladders 
with for example reflections and/or feelings from attributes of the CSR-initiative, either with 
belonging consequences or without consequences, from what made the CSR-initiative more 
credible. The responsibility for success lies heavily on the interviewer. The challenge is to 
make an atmosphere where the respondents relax, opens up, and speaks freely. 
 
What Made This CSR-initiative Less Credible? 
Then, one proceeds with the question; what made this CSR-initiative less credible? This 
question is focusing on the negative sides (-). Also, here one uses amongst others reversed 
laddering, to first find specific attributes with consequences from the CSR-initiative, that 
made the CSR-initiative less credible. One will here as well, strive to find as many attributes 
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with consequences (ladders) as possible, that explains what made the CSR-initiative less 
credible. 
 
By including both positive and negative questions, one can find more precisely what a 
credible CSR-initiative should look like. 
 
Iteration 
After following this procedure for CSR-initiative number one, one repeats the whole process 
for CSR-initiative number two, and thereafter CSR-initiative number three (in interview 1). 
 
Comparison 
In the end, one can compare the different CSR-initiatives, to try to elicit more ladders. 
This device is called preference differences. One can ask, why the respondent thinks one 
CSR-initiative is more credible than the others (Saaka, et al., 2004).   
 
In short, the three CSR-initiatives will function as inputs, to elicit ladders (attributes with 
consequences) of what makes communication of corporate social responsibility, through 
corporate message channels credible, from the consumers’ point of view. 
Follow-up questions like for example; “what?”, “why?”, “how?”, “where?”, and; “can you 
give an example?” are actively used in the interviews to come up with responses, that answers 
the research question.  
 
If this is an unstructured or semi-structured interview can be discussed. The researcher will 
categorize it more as an unstructured interview. The style will be conversational. Unstructured 
interviews will produce; personal, attitudinal and value based information, which requires 
sensitivity from the interviewer. The interviewer’s role is to ask lead questions, and record the 
answers in order later to analyze the recordings more thoroughly. The interviewer will strive 
to ask open–ended questions, but if the interviewee does not say much, the interviewer can 
ask lead questions of what the interviewee thinks. It is better that the interviewer says 
something as a response to a lead question, than not saying anything at all. Unstructured 
interviews require more of the interviewer, than structured interviews (Ghauri & Grønhaug, 
2010). 
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3.3 Analysis 
 
The first part of the analysis was to listen to the tape recorded material on the iphone, and fill 
in all the responses in a scheme. The scheme consisted of filling in the measurement of 
attitudes towards the CSR-initiative numbers, and measurement of credibility numbers for the 
three different CSR-initiatives. Then, one wrote all the responses of what made the CSR-
initiative more credible into different cells categorized into which CSR-initiative the 
responses belonged to. Then, one did the same with the responses of what made the CSR-
initiative less credible (see Appendix 4). 
 
The second part of the analysis was to go through all of the transcribed interviews, and 
categorize them under factors, that describe what credible CSR-information is. Behind all the 
responses, there was written a number of how many times the response had been mentioned 
altogether.  
 
The third part of the analysis was to calculate all the means for the interviews, when it comes 
to measurement of attitude towards the CSR-initiative, and measurement of credibility. 
 
The fourth part was to make a table, and rank all the responses based on the number of times 
mentioned. 
 
The fifth part was to make a table, and rank all the factors, based on the number of times 
mentioned. 
 
The sixth part was to compare the theory with the results. This means to look for 
confirmations, and if the results add something new to the existing theory. 
 
The seventh part was to write the discussion, with the theoretical implications, managerial 
implications, and the limitations and further research.  
 
 
 
33 
 
4 Results after Transcription and Categorizing of Data 
 
4.1 Responses Categorized into Factors 
Now, one has categorized the responses into seven different factors in two tables. The 
numbers in the parentheses are the number of times that the response was mentioned in the 
interviews. There are altogether seven factors. The factors are adjectives of what credible 
CSR communication should be. Now, a short explanation of the seven factors will follow: 
 
- That the communication of a CSR-initiative is transparent, in short means that one 
can look through and see the results of the CSR-initiative, and that the company does 
not try to hide relevant information. 
 
- That the communication of a CSR-initiative is consistent, in short means that the 
company has social resources. This means that the company has; social and ethical 
commitments, connections with partners in the value chain, and a consistent behavior 
over time to build trust.  
 
- That the communication of a CSR-initiative is altruistic, in short means that the 
motives behind the CSR-initiative are genuine motives. This means to really care 
about the cause(s), and not about profits. The next question is then; what indicators 
make the consumers think that the motives are genuine? 
 
- That the communication of a CSR-initiative is endorsed, in short means that the CSR-
initiative is performed in cooperation with a partner. This can for example be a non-
profit organization. Or another example is that the CSR-initiative is communicated, 
through an independent source (endorser). 
 
- That the communication of a CSR-initiative is noble, in short means that the cause of 
the CSR-initiative is valuable and noble. 
 
- That the communication of a CSR-initiative is linked, in short means that the 
company’s profile is linked with the CSR-initiative and the causes, or if the cause is 
linked with the profit maximizing parts of the CSR-initiative. 
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- That the communication of a CSR-initiative is personal, in short means that the 
company uses a person(s) to present the company’s CSR-initiative. 
 
* = This response is mentioned in the analysis of the results and theory part.  
  
The two tables with responses categorized into the seven factors, that were described will now 
follow. The responses were categorized based on the researcher’s conviction of common 
underlying factor. 
 
Transparent Consistent Altruistic Endorsed 
*To show clear 
documentation of the 
size of this year’s and 
previous years’ 
donations, and to 
which organization(s), 
makes the company 
and the CSR-initiative 
more credible. Also, 
the organizations 
would not allow the 
company to show 
incorrect donations. 
(24) 
*To have a 
successful record of 
CSR-initiatives, and 
a trustworthy and 
good reputation over 
time makes the 
companies behind 
the CSR-initiatives, 
the CSR-initiatives, 
and their promises 
more credible. (14) 
 
 
*All companies that do 
CSR, also have profits 
in their minds. It has 
nothing to say for the 
credibility, if the main 
focus of the CSR-
initiative is profits, or 
altruism, because the 
money will irrespective 
of that, go to good 
causes. (11) 
*When the 
endorser (non-
profit 
organizations) has 
an attractive brand 
image/good 
reputation/much 
ethos, and are not 
maximizing 
profits, but aid, it 
makes the CSR-
initiative more 
credible. (33) 
*No documentation of 
donations makes the 
CSR-initiative less 
credible. (5) 
*The fact that 
Stormberg has other 
well-known CSR-
initiatives that the 
consumer knows 
from before the 
interview makes 
Stormberg, and its 1 
% CSR-initiative 
**The design, and the 
motives behind the 
design, seems like it is 
made primarily for 
sales. It seems that the 
motive of altruistically 
help, is coming 
secondly, which makes 
the CSR-initiative less 
*To have well-
known and 
respected partners 
with logos, that 
finance and 
arrange the CSR-
initiative, makes 
the CSR-initiative 
more credible. (12) 
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more credible. (8) credible. (38) 
*If the company has no 
documentation in their 
CSR-initiatives, the 
consumer would still 
trust that the company 
will keep their 
promises, because of 
the non-profit 
endorser. (2) 
*Previous positive 
experiences with the 
grunder of the 
company behind the 
CSR-initiative, 
makes the CSR-
initiative more 
credible. (2) 
**If the company’s 
motives were 100 % 
altruistic, they could 
have donated money in 
silence, but in a rational 
world it is ok when it 
comes to credibility to 
show the company’s 
CSR-initiative(s) to the 
world, and use it to 
strengthen the brand’s 
reputation. This means 
that both the company 
and the cause receive 
money from CSR-
initiatives. To show the 
CSR-initiatives to the 
world, will also make 
them more responsible, 
and inspire other 
companies to do the 
same. (17) 
*Since a big multi-
national company 
like Coca Cola is 
standing behind 
the CSR-initiative. 
It seems that the 
CSR-initiative is 
primarily focused 
on increasing the 
company’s sales, 
which makes the 
CSR-initiative less 
credible. (6) 
36 
 
*If the CSR-initiative 
is clear, and easy to 
understand, it makes 
the CSR-initiative 
more credible, than if 
it is difficult to follow. 
(6) 
*Previous negative 
experiences with the 
grunder of the 
company behind the 
CSR-initiative, 
makes the CSR-
initiative less 
credible. (2) 
*The CSR-initiative 
seems 
unprofessional/soft 
flashy/intense/cool/too 
polished/more like 
show-business, and like 
a PR sales campaign, 
with primarily sales in 
focus. Instead of 
primarily an 
altruistically motivated 
CSR-initiative. This 
makes the CSR-
initiative less credible. 
(22) 
 
 
*It is important 
that consumers 
have heard about 
the organizations 
that a company 
support, and that 
the organizations 
are credible, for 
the CSR-initiative 
to be credible. (4) 
*To use general terms 
like Africa, and not the 
specific countries or 
crises is diffuse. Also, 
to leave out 
information of how the 
company donates 3 
liters of clean water, 
and how much 3 liters 
of water costs, makes 
the CSR-initiative look 
diffuse, and like the 
company’s motive is 
more to maximize 
sales than altruism. 
This makes the CSR-
initiative less credible. 
(18) 
*CSR-initiative 
stunts that only lasts 
for one day, is less 
credible than longer 
CSR-initiatives. (1) 
*The companies’ 
primary motivation is to 
compete against other 
companies. This makes 
CSR-initiatives less 
credible. (1) 
*CSR-initiatives in 
Norway are 
credible. (1) 
*To buy one bottle of *Quality, design and *The company’s *Big companies 
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water, and at the same 
time donate 3 liter of 
clean water to Africa, 
is very specific and 
concrete. (2) 
price matters more 
for the choice of 
products than the 
company’s CSR-
initiative(s). (8) 
primary motive behind 
the CSR-initiative 
seems altruistic, and not 
profit maximizing, 
which makes the CSR-
initiative more credible. 
(2) 
are credible, when 
it comes to 
communicate 
correct information 
and keep their 
promises, in CSR-
initiatives. (2) 
*An oversimplifying 
of information will not 
engage consumers. (1) 
*By donating as 
much as 1 % of the 
company’s turnover, 
it may affect the 
quality of the 
products. (2) 
*The design seems 
professional, which 
makes the CSR-
initiative more credible. 
(3) 
*News-articles that 
are written about 
the company’s 
CSR-initiatives in 
the media, and 
information at 
lectures are more 
credible. This is 
because the 
sources are 
independent, and 
the fact that the 
sources have no 
commercial 
interests in the 
CSR-initiatives. 
(2) 
*It is ok when it comes 
to credibility, to have 
CSR-initiatives that 
are not very specific. 
This is because it is 
common, and the 
average consumer does 
not seek 
documentation, in the 
form of numbers. (5) 
*To contribute to 
CSR-initiatives, 
results in choosing 
brands with CSR-
initiative before 
brands without, 
when the price, 
quality and design 
(and taste) are fairly 
the same. A CSR-
initiative add an 
extra attribute, and 
**If the company’s only 
motive was altruistic. 
The company could just 
have donated the money 
to the cause(s) in 
silence. This makes the 
CSR-initiative less 
credible. (2) 
*Because of the 
fact that the CSR-
initiative belongs 
to a large 
company, she/he 
will not choose the 
brand in front of 
other brands in the 
store. (1) 
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result in a 
competitive 
advantage to the 
brand/product, when 
consumers face it in 
stores. (11) 
*By giving status 
reports as updates 
frequently of how 
much water/money 
that is raised, increases 
the motivation to join 
and contribute to the 
CSR-initiative, and it 
makes the CSR-
initiative more 
credible. (3) 
*That companies 
compete on CSR-
initiatives is a good 
trend/development. 
(2)  
*The company 
Stormberg will get 
higher profits by doing 
CSR, than pure 
advertising. This makes 
the CSR-initiative less 
credible. (1) 
*To use Facebook 
as channel for 
CSR-initiatives is 
negative. This is 
because there are 
very much 
advertisements and 
spam at Facebook. 
This has given 
consumers the 
impression that 
CSR-initiatives on 
Facebook are more 
focusing on sales 
than altruistically 
motivated aid. This 
makes CSR-
initiatives at 
Facebook less 
credible. (6) 
*By not giving updates 
on progress, the CSR-
initiative may seem a 
bit superficial, and not 
so altruistically 
motivated. This will 
make the CSR-
initiative less credible. 
(2) 
**The fact that 
Stormberg donates 1 
% of their turnover, 
and not their profits, 
which varies more, 
and that it is written 
in the articles of 
association, shows 
how permeate this 
philosophy to give 
*The sales pitch behind 
to feel a little bit better 
after you have bought a 
Bon Aqua bottle of 
water, because of 
contributing to their 
CSR-initiative, which is 
to quench African 
people’s thirst, makes 
the CSR-initiative less 
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back to the society 
is, because they 
donate money 
irrespective of poor 
times or not. This 
makes the CSR-
initiative more 
credible. (22) 
credible. (3) 
 
 *The fact that the 
donated money will 
go unabridged to the 
Red Cross, makes 
the CSR-initiative 
more credible. (1) 
*If it is easy to grasp the 
CSR-initiative’s most 
important information, 
and it is not too 
pompous, because the 
company does not try to 
be more than it is, the 
CSR-initiative is more 
credible. (10) 
 
 *To donate a very 
small amount of 
money shows little 
commitment to the 
cause, which makes 
the CSR-initiative 
less credible. (1) 
*Many consumers are 
easily manipulated. (1) 
 
 *1 % of the turnover 
is a lot of money to 
donate, when you 
read through the list 
of donations last 
year in 2014. This 
makes the CSR-
initiative more 
credible. (1) 
*The consumers find 
companies that don’t try 
to highlight their own 
business on behalf of 
information about CSR 
in CSR-initiatives, as 
more credible. (1) 
 
 *The fact that 
Stormberg amongst 
others donate 1 % of 
*At first sight it seems 
generous of companies 
to donate money to 
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the turnover instead 
of the profits, signals 
that they are 
primarily 
altruistically 
motivated to help, 
irrespective of poor 
or good times, than 
profit driven. This 
makes the CSR-
initiative more 
credible. (9) 
CSR-initiatives. But 
after all it is the 
consumers that donate 
the money, by buying 
the company’s products. 
(2) 
 *To give away free 
car washes on all 
Shell 7-eleven 
stations one day, and 
donating 25 kroner 
for each carwash to 
Mot in addition 
seems generous, 
because you do not 
have to buy 
anything. This 
makes this CSR-
initiative more 
credible, and will 
strengthen the 
company’s 
reputation/brand (7) 
*It is ok when it comes 
to credibility, to show 
the company’s CSR-
initiative to the world, 
when the company does 
not have an extensive 
use of ads on the front 
webpage, or tv ads etc. 
(3) 
 
  *The main goal of the 
initiative is to change 
consumers’ behaviors, 
and influence the 
consumers to buy more 
from the company to 
maximize profits. (1) 
 
41 
 
  *As long as the 
company do not hide 
the company’s profit 
maximizing self-
interest, the CSR-
initiative is more 
credible. (8) 
 
  *Stormberg could have 
donated more than 1 % 
of the turnover, if they 
really were genuinely 
interested to help. This 
is because 1 % out of 
100 % is not relatively 
so much, and this makes 
the CSR-initiative less 
credible. (2) 
 
  *The company makes a 
stunt out of the CSR-
initiative, and the CSR-
initiative is fun and 
creative. This will be 
positive for the CSR-
initiative, when it comes 
to credibility. (4) 
 
  *If the company really 
was altruistically 
motivated, the CSR-
initiative related parts 
should be highlighted at 
the expense of the profit 
maximizing parts of the 
campaign. (17) 
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Noble Linked Personal 
*To provide clean water to 
Africa is a very noble and 
important cause, because 
clean water is essential for 
existence of humans. This is 
not a cause companies 
typically cynically use in 
CSR-initiatives to maximize 
the company’s profits. This 
makes Bon Aqua’s CSR-
initiative more credible. (4) 
*There are two different 
initiatives, in the same 
campaign. And there is no 
natural link between the CSR-
initiative, and the other 
initiative, that mainly focuses 
on increasing sales. (13). 
*The grunder and the senior 
manager of Stormberg is 
present in the video of their “1 
% of turnover” CSR-initiative, 
and gives examples of 
Stormberg donations. By 
watching this video, one get a 
more personalized 
relationship to the company. 
People get to know him as a 
credible and a good 
ambassador for Stormberg, 
that is genuinely interested in 
helping. This is because of his 
down to earth, folksy 
personality, and based on his 
managerial position. (26) 
*In the video they could have 
showed persons from non-
profit organizations, which 
received money, or showed 
video from the causes that 
Stormberg donates money to, 
and explained why they care. 
(3) 
*To try to break a world 
record in car washes, will 
boost the number of money to 
Mot, and be more effective 
than focusing on Mot. CSR is 
a consequence of the number 
of car washes. (7) 
*The grunder and senior 
manager of Stormberg is not 
so charismatic, which makes 
the CSR-initiative less 
credible. (4) 
 *The link of buying one bottle 
of water, and donating 3 liters 
of water, seems natural and 
gives credibility. It is all about 
water. Based on this, their 
engagement therefore seems 
more credible. (10) 
*Family-owned or one person 
companies are doing CSR 
more altruistically than larger 
companies, because the 
company’s reputation is 
linked more directly to the 
individuals of the family, who 
wants to have a good 
reputation. (1) 
 *There is a link between 
carwashes and Geir Schau, 
*To have a famous person as 
endorser, that are funny and 
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because he is interested in 
cars, though he is not a very 
credible person. (1) 
talks catchy, to attract 
people’s attention towards a 
good cause can result in two 
reactions from the consumers. 
Some people find him 
credible (9), while others do 
not (3). 
 *That there is a great variation 
in the organizations/causes 
that a company donates money 
to makes the CSR-initiative 
more credible. (5) 
 
 *By investing in very different 
organizations, The company 
spreads its risk. (1) 
 
 *Instead of companies 
spreading their risk to very 
different organizations when 
donating money through CSR, 
it would be more credible to 
specialize in one cause like for 
example; climate changes or 
health. This would be more 
effective, and it would exploit 
economies of scale. (2) 
 
 
 
4.2 Responses Ranked Based on Number of Times Mentioned 
 
The following table is ranked, based on the number of times each response is mentioned. This 
can help us to get an overview of which responses that where most pronounced in the 
interviews. 
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Ranking Responses Number of times 
mentioned 
Factor 
1. The design, and the 
motives behind the 
design, seems like it is 
made primarily for sales. 
It seems that the motive 
of altruistically help, is 
coming secondly, which 
makes the CSR-
initiative less credible.  
38 Altruistic 
2. When the endorser (non-
profit organizations) has 
an attractive brand 
image/good 
reputation/much ethos, 
and are not maximizing 
profits, but aid, it makes 
the CSR-initiative more 
credible.  
33 Endorsed 
3. The grunder of 
Stormberg is present in 
the video of their “1 % 
of turnover” CSR-
initiative, and gives 
examples of Stormberg 
donations. By watching 
this video, one get a 
more personalized 
relationship to the 
company. People get to 
know him as a credible 
and a good ambassador 
for Stormberg, which is 
genuinely interested in 
helping. This is because 
of his down to earth, 
folksy personality, and 
based on his managerial 
26 Personal 
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position.  
4. To show clear 
documentation of the 
size of this year’s and 
previous years’ 
donations, and to which 
organization(s), makes 
the company and the 
CSR-initiative more 
credible. Also, the 
organizations would not 
allow the company to 
show incorrect 
donations.  
24 Transparent 
5. The fact that Stormberg 
donates 1 % of their 
turnover, and not their 
profits, which varies 
more, and that it is 
written in the articles of 
association, shows how 
permeate this 
philosophy to give back 
to the society is, because 
they donate money 
irrespective of poor 
times or not. This makes 
the CSR-initiative more 
credible.  
22 Consistent 
5. The CSR-initiative 
seems 
unprofessional/soft 
flashy/intense/cool/too 
polished/more like 
show-business, and like 
a PR sales campaign, 
with primarily sales in 
focus. Instead of 
primarily an 
altruistically motivated 
22 Altruistic 
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CSR-initiative. This 
makes the CSR-
initiative less credible.  
 
6. To use general terms 
like Africa, and not the 
specific countries or 
crises is diffuse. Also, to 
leave out information of 
how the company 
donates 3 liters of clean 
water, and how much 3 
liters of water costs, 
makes the CSR-
initiative look diffuse, 
and like the company’s 
motive is more to 
maximize sales than 
altruism. This makes the 
CSR-initiative less 
credible.  
18 Transparent 
7. If the company really 
was altruistically 
motivated, the CSR-
initiative related parts 
should be highlighted at 
the expense of the profit 
maximizing parts of the 
campaign.  
17 Linked 
7. If the company’s 
motives were 100 % 
altruistic, they could 
have donated money in 
silence, but in a rational 
world it is ok when it 
comes to credibility to 
show the company’s 
CSR-initiative(s) to the 
world, and use it to 
strengthen the brand’s 
17 Altruistic 
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reputation. This means 
that both the company 
and the cause receive 
money from CSR-
initiatives. To show the 
CSR-initiatives to the 
world, will also make 
them more responsible, 
and inspire other 
companies to do the 
same.  
8. To have a successful 
record of CSR-
initiatives, and a 
trustworthy and good 
reputation over time 
makes the companies 
behind the CSR-
initiatives, the CSR-
initiatives, and their 
promises more credible.  
 
14 Consistent 
9. There are two different 
initiatives, in the same 
campaign. And there is 
no natural link between 
the CSR-initiative, and 
the other initiative, that 
mainly focuses on 
increasing sales. 
13 Linked 
10. To have well-known and 
respected partners with 
logos, that finance and 
arrange the CSR-
initiative, makes the 
CSR-initiative more 
credible.  
12 Endorsed 
11. All companies that do 
CSR, also have profits 
in their minds. It has 
11 Altruistic 
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nothing to say for the 
credibility, if the main 
focus of the CSR-
initiative is profits, or 
altruism, because the 
money will irrespective 
of that, go to good 
causes. (11) 
11. To contribute to CSR-
initiatives, results in 
choosing brands with 
CSR-initiative before 
brands without, when 
the price, quality and 
design (and taste) are 
fairly the same. A CSR-
initiative add an extra 
attribute, and result in a 
competitive advantage 
to the brand/product, 
when consumers face it 
in stores.  
11 Consistent 
12. The link of buying one 
bottle of water, and 
donating 3 liters of 
water, seems natural and 
gives credibility. It is all 
about water. Based on 
this, their engagement 
therefore seems more 
credible.  
10 Linked 
12. If it is easy to grasp the 
CSR-initiative’s most 
important information, 
and it is not too 
pompous, because the 
company does not try to 
be more than it is, the 
CSR-initiative is more 
credible.  
10 Altruistic 
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13. The fact that Stormberg 
amongst others donate 1 
% of the turnover 
instead of the profits, 
signals that they are 
primarily altruistically 
motivated to help, 
irrespective of poor or 
good times, than profit 
driven. This makes the 
CSR-initiative more 
credible.  
9 Consistent 
13. To have a famous 
person as endorser, that 
are funny and talks 
catchy, to attract 
people’s attention 
towards a good cause 
can result in two 
reactions from the 
consumers. Some people 
find him credible (9), 
while others do not (3). 
9 Personal 
14. The fact that Stormberg 
has other well-known 
CSR-initiatives that the 
consumer knows from 
before the interview 
makes Stormberg, and 
its 1 % CSR-initiative 
more credible.  
8 Consistent 
14. Quality, design and 
price matters more for 
the choice of products 
than the company’s 
CSR-initiative(s). (8) 
8 Consistent 
14. As long as the company 
do not hide the 
company’s profit 
maximizing self-interest, 
8 Transparent 
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the CSR-initiative is 
more credible.  
15. To try to break a world 
record in car washes, 
will boost the number of 
money to Mot, and be 
more effective than 
focusing on Mot. CSR is 
a consequence of the 
number of car washes.  
7 Linked 
15. To give away free car 
washes on all Shell 7-
eleven stations one day, 
and donating 25 kroner 
for each carwash to Mot 
in addition seems 
generous, because you 
do not have to buy 
anything. This makes 
this CSR-initiative more 
credible, and will 
strengthen the 
company’s 
reputation/brand. 
7 Consistent 
16. Since a big multi-
national company like 
Coca Cola is standing 
behind the CSR-
initiative. It seems that 
the CSR-initiative is 
primarily focused on 
increasing the 
company’s sales, which 
makes the CSR-
initiative less credible.  
6 Endorsed 
16. To use Facebook as 
channel for CSR-
initiatives is negative. 
This is because there are 
very much 
6 Endorsed 
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advertisements and 
spam at Facebook. This 
has given consumers the 
impression that CSR-
initiatives on Facebook 
are more focusing on 
sales than altruistically 
motivated aid. This 
makes CSR-initiatives at 
Facebook less credible.  
16. If the CSR-initiative is 
clear, and easy to 
understand, it makes the 
CSR-initiative more 
credible, than if it is 
difficult to follow.  
6 Transparent 
17. No documentation of 
donations makes the 
CSR-initiative less 
credible.  
5 Transparent 
17. It is ok when it comes to 
credibility, to have CSR-
initiatives that are not 
very specific. This is 
because it is common, 
and the average 
consumer does not seek 
documentation, in the 
form of numbers.  
5 Transparent 
17. That there is a great 
variation in the 
organizations/causes 
that a company donates 
money to makes the 
CSR-initiative more 
credible.  
5 Noble 
18. The company makes a 
stunt out of the CSR-
initiative, and the CSR-
initiative is fun and 
4 Altruistic 
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creative.  
18. The grunder of 
Stormberg is not so 
charismatic, which 
makes the CSR-
initiative less credible.  
4 Personal 
18. To provide clean water 
to Africa is a very noble 
and important cause, 
because clean water is 
essential for existence of 
humans. This is not a 
cause companies 
typically cynically use 
in CSR-initiatives to 
maximize the 
company’s profits. This 
makes Bon Aqua’s 
CSR-initiative more 
credible.  
4 Noble 
18. It is important that 
consumers have heard 
about the organizations 
that a company support, 
and that the 
organizations are 
credible, for the CSR-
initiative to be credible.  
4 Endorsed 
19. By giving status reports 
as updates frequently of 
how much water/money 
that is raised, increases 
the motivation to join 
and contribute to the 
CSR-initiative, and it 
makes the CSR-
initiative more credible.  
3 Transparent 
19. To have a famous 
person as endorser, that 
are funny and talks 
3 Personal 
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catchy, to attract 
people’s attention 
towards a good cause 
can result in two 
reactions from the 
consumers. Some people 
find him credible (9), 
while others do not (3). 
19. In the video they could 
have showed persons 
from non-profit 
organizations, which 
received money, or 
showed video from the 
causes that Stormberg 
donates money to, and 
explained why they care.  
3 Personal 
19. It is ok when it comes to 
credibility, to show the 
company’s CSR-
initiative to the world, 
when the company does 
not have an extensive 
use of ads on the front 
page, or tv ads etc.  
3 Altruistic 
19. To give away free car 
washes, without 
demanding anything in 
return, will strengthen 
the company’s 
reputation/brand.  
3 Altruistic 
19. The sales pitch of 
feeling a little bit better 
after you have bought a 
Bon Aqua bottle of 
water, because of 
contributing to their 
CSR-initiative, which is 
to quench African 
people’s thirst, makes 
3 Altruistic 
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the CSR-initiative less 
credible.  
 
19. The design seems 
professional, which 
makes the CSR-
initiative more credible.  
3 Altruistic 
20. If the company has no 
documentation in their 
CSR-initiatives, the 
consumer would still 
trust that the company 
will keep their promises, 
because of the non-
profit endorser.  
2 Transparent 
20. Previous positive 
experiences with the 
grunder of the company 
behind the CSR-
initiative, makes the 
CSR-initiative more 
credible.  
2 Consistent 
20. Previous negative 
experiences with the 
grunder of the company 
behind the CSR-
initiative, makes the 
CSR-initiative less 
credible.  
2 Consistent 
20. Big companies are 
credible, when it comes 
to communicate correct 
information and keep 
their promises, in CSR-
initiatives.  
2 Endorsed 
20. News-articles that are 
written about the 
company’s CSR-
initiatives in the media, 
and information at 
2 Transparent 
55 
 
lectures are more 
credible. This is because 
the sources are 
independent, and the 
fact that the sources 
have no commercial 
interests in the CSR-
initiatives.  
20. The company’s primary 
motive behind the CSR-
initiative seems 
altruistic, and not profit 
maximizing, which 
makes the CSR-
initiative more credible.  
2 Altruistic 
20. If the company’s only 
motive was altruistic. 
The company could just 
have donated the money 
to the cause(s) in 
silence. This makes the 
CSR-initiative less 
credible.  
2 Altruistic 
20. At first sight it seems 
generous of companies 
to donate money to 
CSR-initiatives. But 
after all it is the 
consumers that donate 
the money, by buying 
the company’s products.  
2 Altruistic 
20. Stormberg could have 
donated more than 1 % 
of the turnover, if they 
really were genuinely 
interested to help. This 
is because 1 % out of 
100 % is not relatively 
so much, and this makes 
the CSR-initiative less 
2 Altruistic 
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credible.  
20. By donating as much as 
1 % of the company’s 
turnover, it may affect 
the quality of the 
products.  
2 Consistent 
20. To buy one bottle of 
water, and at the same 
time donate 3 liter of 
clean water to Africa, is 
very specific and 
concrete.  
2 Transparent 
20. That companies compete 
on CSR-initiatives is a 
good trend/development.  
2 Consistent 
20. By not giving updates 
on progress, the CSR-
initiative may seem a bit 
superficial, and not so 
altruistically motivated. 
This will make the CSR-
initiative less credible.  
2 Transparent 
20. Instead of companies 
spreading their risk to 
very different 
organizations when 
donating money through 
CSR, it would be more 
credible to specialize in 
one cause like for 
example; climate 
changes or health. This 
would be more effective, 
and it would exploit 
economies of scale.  
2 Noble 
21. There is a link between 
carwashes and Geir 
Schau, because he is 
interested in cars, 
though he is not a very 
1 Linked 
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credible person.  
21. By investing in very 
different organizations, 
The company spreads its 
risk.  
1 Noble 
21. Because of the fact that 
the CSR-initiative 
belongs to a large 
company, she/he will 
not choose the brand in 
front of other brands in 
the store.  
1 Consistent 
21. Family-owned or one 
person companies are 
doing CSR more 
altruistically than larger 
companies, because the 
company’s reputation is 
linked more directly to 
the individuals of the 
family, who wants to 
have a good reputation.  
1 Personal 
21. An oversimplifying of 
information will not 
engage consumers.  
1 Transparent 
21. 1 % of the turnover is a 
lot of money to donate, 
when you read through 
the list of donations last 
year in 2014. This 
makes the CSR-
initiative more credible.  
1 Consistent 
21. The main goal of the 
initiative is to change 
consumers’ behaviors, 
and influence the 
consumers to buy more 
from the company to 
maximize profits.  
1 Altruistic 
21. He/she finds companies 1 Altruistic 
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that don’t try to 
highlight their own 
business on behalf of 
information about CSR 
in CSR-initiatives as 
more credible.  
21. Many consumers are 
easily manipulated.  
1 Altruistic 
21. The company Stormberg 
will get higher profits by 
doing CSR, than pure 
advertising. This makes 
the CSR-initiative less 
credible.  
1 Altruistic 
21. The companies’ primary 
motivation is to compete 
against other companies. 
This makes CSR-
initiatives less credible.  
1 Altruistic 
21. The fact that the donated 
money will go 
unabridged to the Red 
Cross, makes the CSR-
initiative more credible.  
1 Consistent 
21. To donate a very small 
amount of money shows 
little commitment to the 
cause, which makes the 
CSR-initiative less 
credible. (1) 
1 Consistent 
21. CSR-initiative stunts 
that only lasts for one 
day, is less credible than 
longer CSR-initiatives.  
1 Consistent 
21. CSR-initiatives in 
Norway are credible.  
1 Endorsed 
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4.3 Ranking of Factors (Adjectives) 
 
The following table is ranked, based on the numbers of times each factor is mentioned. This 
information is valuable, to get an overview of which factor(s) that were most pronounced in 
the interviews.  
 
Ranking Factors Number of 
times 
mentioned 
1. Altruistic 124 
2. Consistent 92 
3. Transparent 78 
4. Endorsed 64 
5. Linked 48 
6. Personal 46 
7. Noble 12 
 
    
 
4.4 Means for Measurements 
 
4.4.1 Means for Measurements from All of the Four Questions in the 
Interviews 
 
The following table shows the overall means for both questions in the two measurement 
categories (measurement of attitude towards the CSR-initiative and measurement of 
credibility), from the 25 interviews. 
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Interview (Male) Number Shell 7-Eleven Stormberg Bonaqua Norge 
Measurement of 
attitude towards 
the CSR-
initiative 
1. 5 8 7 
2. 5 8 6 
Measurement of 
credibility 
1. 5 9 6 
2. 6 9 6 
 
4.4.2 Means for Measurements when Only Two Categories 
 
The following table shows the overall means from the interviews, when the two questions in 
each measurement category are calculated into one mean. 
 
Interview (Male) Shell 7-Eleven Stormberg Bonaqua Norge 
Measurement of 
attitude towards 
the CSR-
initiative 
5 8 7 
Measurement of 
credibility 
6 9 6 
 
 
5 Analysis of the Results and Theory 
 
From figure 4.4.2, the genuine CSR-initiative (Stormberg) received the highest score from the 
interviewees, both when it came to attitude towards the CSR-initiative, and measurement of 
credibility. Secondly, came the strategic CSR-initiative (Bon Aqua Norge), and third came the 
strategic CSR-initiative (Shell 7-eleven). Shell 7- eleven and Bon Aqua received the same 
score on measurement of credibility, but not on measurement of attitude towards the CSR-
initiative. 
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From the results, credible communication of corporate social responsibility through corporate 
message channels are; transparent, consistent, altruistic, endorsed, noble, personal, and linked.   
 
Now, one will compare the literature review part with the results, and look for confirmations 
and contributions to new theory. 
 
In Lii & Lee (2012), they conclude that the type of CSR communication matters for building 
reputation. They found that philanthropic campaigns are more favorable perceived by 
consumers than sponsorships, and that customer relationship management (CRM) campaigns, 
are even worse than sponsorships. The results from the interviews confirm this. The Shell 7-
eleven, and Bon Aqua CSR-initiatives are characterized more as customer relationship 
management (CRM) campaigns than Stormberg’s CSR-initiative. From the means of the 
measurement of credibility, one can see that the respondents have given the two, lower scores 
than Stormberg’s CSR-initiative, which resembles more on a philanthropic campaign. 
 
The focus on transactions in CRM-activities reveals the firm’s business motives, and is 
therefore not viewed as compatible with credible CSR communication (Lii & Lee, 2012). 
The most mentioned response (mentioned 38 times) from the interviews, based on the Shell 7-
eleven and Bon Aqua’s CSR-initiatives confirm this; “The design, and the motives behind the 
design, seems like it is made primarily for sales. It seems that the motive of altruistically help, 
is coming secondly, which makes the CSR-initiative less credible”. 
 
Endorsed 
According to (Morsing & Schultz, 2006), consumers want subtle CSR communication as 
annual reports and websites, verified by a third party. While (Schmeltz, 2012) argues that 
consumers prefer explicit and factual CSR communication, with a consumer relevance focus. 
This relates especially to a younger audience. The fact that consumers want the CSR-initiative 
to be verified by a third party is confirmed in the interviews, by the following two responses.  
 
The first response is mentioned the second most times of all the responses, which are 33 
times; “When the endorser (non-profit organizations) has an attractive brand image/good 
reputation/much ethos, and are not maximizing profits, but aid, it makes the CSR-initiative 
more credible”. The second response was mentioned 12 times; “To have well-known and 
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respected partners with logos, that finance and arrange the CSR-initiative, makes the CSR-
initiative more credible”.  
 
The CSR communication dilemma is explained in (Morsing, 2003), as the more a company 
can control its CSR message content, the less trustworthy consumers evaluate it. From (Du, et 
al., 2010) CSR messages become more trustworthy, the less controllable the CSR messages 
are from the company that sends the message. This means that companies have little ability to 
communicate the company’s CSR initiatives, through the company’s own communication 
channels, like company websites and advertisements. 
 
Direct communication typically goes through formal channels such as websites, 
social/sustainability reports, brochures etc. Indirect communication is typically conveyed 
through journalists, mouth-to-mouth from employees, consumers, local community actors etc. 
A company will get a better reputation and public relations (PR) value by using a third party 
endorsement, than when the company conveys the CSR message by themselves. It is far more 
extensive to do it themselves (Morsing, et al., 2008).   
 
Since consumers are more critical towards sources that is biased or self-interested (Wiener, et 
al., 1990), CSR through corporate sources will receive more skepticism and less credibility 
from consumers, than non-corporate sources. Also (Yoon, 2006), showed that when 
consumers was shown CSR-initiatives from a neutral source, the consumers’ reactions were 
more positive than from a corporate source.  
 
The following response, which was mentioned two times confirms this; “News-articles that 
are written about the company’s CSR-initiatives in the media, and information at lectures are 
more credible. This is because the sources are independent and the fact that the sources have 
no commercial interests in the CSR-initiatives”.  
 
The source Facebook allows for advertisements from several different actors. The following 
response was mentioned six times; “To use Facebook as channel for CSR-initiatives is 
negative. This is because there are very much advertisements and spam at Facebook. This has 
given consumers the impression that CSR-initiatives on Facebook are more focusing on sales 
than altruistically motivated aid. This makes CSR-initiatives at Facebook less credible”.  
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Companies that have good reputations, and are perceived to have high source credibility will 
probably amplify the positive effects of the CSR-communications. Opposite, companies with 
poor reputations will probably experience that the effects of the companies’ CSR 
communications will be dampened or even backfire (Yoon, 2006).  
 
The following four responses confirm this. The first response was mentioned six times; 
“Since a big multi-national company like Coca Cola is standing behind the CSR-initiative. It 
seems that the CSR-initiative is primarily focused on increasing the company’s sales, which 
makes the CSR-initiative less credible”. The second response was mentioned one time; 
“Because of the fact that the CSR-initiative belongs to a large company, she/he will not 
choose the brand in front of other brands in the store”. The third response was mentioned two 
times; “Big companies are credible, when it comes to communicate correct information and 
keep their promises, in CSR-initiatives”. The fourth response was mentioned four times; “It is 
important that consumers have heard about the organizations that a company support, and 
that the organizations are credible, for the CSR-initiative to be credible”.  
 
A response focusing on the country instead of the company was mentioned one time. From 
this response, the country the CSR-initiative is communicated in counts; “CSR-initiatives in 
Norway are credible”.  
 
Consistent 
 
Social Resources 
To have social resources is mentioned as a competitive advantage. In Doherty & Meehan 
(2006), they explain that social resources consist of three elements: social and ethical 
commitments, connections with partners in the value chain, and consistent behavior over time 
to build trust. The three mentioned elements are interrelated, and when all of them are 
perceived by consumers at the same time, they create a basis for credibility for the company’s 
corporate responsibility initiative.  
 
To fully integrate CSR in the business model is very important (Hillestad, et al., 2010), and 
the senior managers’ commitment plays an important role (Jahdi & Acikdilli, 2009). There are 
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three aspects of commitment; the amount of input, the durability of the company, and the 
consistency of the input (Dwyer, et al., 1987). 
 
A good example of a company that has social resources, and therefore a competitive 
advantage is Stormberg. Stormberg has social and ethical commitment in the CSR-initiative, 
confirmed in the following three responses. The first response, was mentioned 22 times and 
focuses on the consistency of input (1 % of the turnover); “The fact that Stormberg donates 1 
% of their turnover, and not their profits, which varies more, and that it is written in the 
articles of association, shows how permeate this philosophy to give back to the society is, 
because they donate money irrespective of poor times or not. This makes the CSR-initiative 
more credible”.  
 
Also, from the second response, one can see that the consistency of support (1 % of the 
turnover), counts for the evaluation of motives lying behind, and the credibility. The second 
response was mentioned 9 times; “The fact that Stormberg amongst others donate 1 % of the 
turnover instead of the profits, signals that they are primarily altruistically motivated to help, 
irrespective of poor or good times, than profit driven. This makes the CSR-initiative more 
credible”.  
 
From the third response, one can see that the amount of money donated, counts for the 
evaluation of intrinsic vs. extrinsic motives, and the credibility. The third response was 
mentioned one time; “1 % of the turnover is a lot of money to donate, when you read through 
the list of donations, last year in 2014. This makes the CSR-initiative more credible”.  
 
From the following response, the consistency of support is mentioned as generous (free car 
wash and 25 kroner pr. carwash to Mot), and also the durability (on all Shell 7-eleven stations 
in Norway one day). The following response was mentioned seven times; “To give away free 
car washes on all Shell 7-eleven stations one day, and donating 25 kroner for each carwash 
to Mot in addition seems generous, because you do not have to buy anything. This makes this 
CSR-initiative more credible, and will strengthen the company’s reputation/brand”.  
 
In the last two responses, no clear numbers are given. The first response is about the 
importance of consistency of support. The first response was mentioned one time; “The fact 
that the donated money will go unabridged to the Red Cross, makes the CSR-initiative more 
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credible”. The second response was also mentioned only one time, and is an example of the 
substantial amount of input’s importance; “To donate a very small amount of money shows 
little commitment to the cause, which makes the CSR-initiative less credible”.  
 
Companies that have good reputations, and are perceived to have high source credibility, will 
probably amplify the positive effects of the CSR-communications. Opposite, companies with 
poor reputations will probably experience that the effects of the companies’ CSR 
communications will be dampened or even backfire (Yoon, 2006). 
 
Some companies does more than engage in causes, and position the company fully in CSR, 
and become known as the socially responsible company in a category. To position the 
company on CSR, will likely amplify the effectiveness of the CSR communication. 
Stakeholders will more easily believe that the company has an authentic engagement, which 
will result in a greater persuasion in favor of the company (Du, et al., 2007). 
 
CSR positioning, will likely influence CSR communication’s effectiveness. The definition of 
CSR positioning is; “a company that relies on its CSR-initiatives to position the company, 
relative to the company’s competitors in the consumers’ minds (adapted from (Du, et al., 
2007)).  
 
In Ellerup Nielsen & Thomsen (2009), they point out that the basis for trustworthy CSR-
communication is that the employees are actively involved, and commit themselves to the 
CSR policies and the actions that the top managers decide. If not, the CSR-initiative will not 
be inside-out, and it could be seen as just top management rhetoric. It is very important that 
the CSR initiative and performance are communicated both internally and externally in a 
consistent way (Borgerson, et al., 2009).  
 
Stormberg cares about their employees. Stormberg works among others goal-oriented towards 
a low sick-leave, and hire people that otherwise would struggle to get a job (Anon., 2015). 
Stormberg also treat their foreign producers very good. Stormberg want to contribute to a 
healthy and economic growth for the company’s producers, and the society the producers 
belong to (Anon., 2015). This shows the company’s effort to create consistency between 
internal and external efforts and how the company is positioned fully in CSR.  
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The respondents knew from beforehand, about some of the other Stormberg CSR-initiatives, 
and the company’s good treatment of the company’s employees. The following response 
confirms this, and was mentioned 8 times; “The fact that Stormberg has other well-known 
CSR-initiatives that the consumer knows from before the interview, makes Stormberg and its 1 
% CSR-initiative more credible”. This confirms the existing theory, that connections with 
partners in the value chain, makes the company and the CSR-initiative more credible. Partners 
in the value chain, could for example be; employees, producers etc. 
 
Continuity is often mentioned in discussions about identity cf. (Albert & Whetten, 1985); 
(Dutton, et al., 1994). Identity is only credible if it remains the same over time (Whetten & 
Mackey, 2002). A research strain that focus on corporate heritage in relation to corporate 
identity is developing (Blombæck & Scandelius, 2013). A company’s heritage can provide 
trust and credibility for the brand among stakeholders (Urde, et al., 2007).  
 
A brand with a high heritage quotient consists of five dimensions: the history, symbols, 
existence of track results, core values, and longevity (Urde, et al., 2007). It was (Balmer, 
2011a) (Balmer, 2011b) who developed companies’ heritage identity as a strategic tool for 
reputation, and authenticity. From the research field crisis communication, it should be 
beneficial for consumer support, to signal a long CSR history (Vanhamme & Grobben, 2009). 
Time as a factor is also mentioned in (Doherty & Meehan, 2006).   
 
From a company’s CSR commitment and CSR impact, one can judge underlying CSR 
motives. (Webb & Mohr, 1998), found that the length (durability) of the company’s support in 
CSR-initiatives, was used to judge company’s motives. Commitments that were done over 
longer-term periods were more likely seen as genuinely driven care for the society, than 
shorter term campaigns, that were more likely seen as a way of using the causes to earn 
money. Also, (Du, et al., 2009) proved positive associations between consumers’ perceived 
social impact of the company, and consumers’ advocacy behavior of the company.   
 
In the interviews, the third criteria consistent behavior over time was confirmed by the 
following response, that were mentioned 14 times; “To have a successful record of CSR-
initiatives, and a trustworthy and good reputation over time makes the companies behind the 
CSR-initiatives, the CSR-initiatives, and their promises more credible”. This was also 
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confirmed in the following response, which was just mentioned one time; “CSR-initiative 
stunts that only lasts for one day, are less credible than longer CSR-initiatives”.  
 
From the interviews, one can confirm that all of the three elements that constitute social 
resources create a basis for credibility, for the company’s CSR-initiative.  
 
Competitive Advantage 
(Doherty & Meehan, 2006), mention that having social resources is a competitive advantage.  
From the interviews, one can confirm that all of the three elements that constitute social 
resources create a basis for credibility, and then a competitive advantage for the company.  
 
The results from the interviews, can also confirm that consumers would choose products with 
CSR-initiatives before products with no CSR-initiatives, when the price, quality and design 
are fairly the same. The following results, does not originate only from companies with social 
resources.  
 
The following response, which is supporting the statement, were mentioned 11 times: “To 
contribute to CSR-initiatives, results in choosing brands with CSR-initiative before brands 
without, when the price, quality and design (and taste) are fairly the same. A CSR-initiative 
adds an extra attribute, and result in a competitive advantage to the brand/product, when 
consumers face it in stores”. The following response where mentioned 8 times: “Quality, 
design and price matters more for the choice of products, than the company’s CSR-
initiative(s)”. This does not mean that the respondents would not have chosen a product with 
a CSR-initiative before others, if the price, quality and the design where the same.  
 
One skeptical response towards the quality of the Stormberg products where mentioned two 
times; “By donating as much as 1 % of the company’s turnover, it may affect the quality of 
the products”. More generally, the following response was mentioned two times; “That 
companies compete on CSR-initiatives is a good trend/development”.  
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Altruistic 
According to (Fein, 1994), when a company is suspected having ulterior, self-serving motives 
in the company’s CSR-activities, stakeholders will likely not make positive attributions of the 
corporate’s identity. This is confirmed in the four following responses. The first one was 
mentioned 38 times, in the interviews; “The design, and the motives behind the design, seems 
like it is made primarily for sales. It seems that the motive of altruistically help, is coming 
secondly, which makes the CSR-initiative less credible”.  
 
The second response was mentioned 22 times; “The CSR-initiative seems unprofessional/soft 
flashy/intense/cool/too polished/more like show-business, and like a PR sales campaign, with 
primarily sales in focus, instead of primarily an altruistically motivated CSR-initiative. This 
makes the CSR-initiative less credible”. The third response was mentioned three times; “The 
sales pitch behind, to feel a little bit better after you have bought a Bon Aqua bottle of water, 
because of contributing to their CSR-initiative, which is to quench African people’s thirst, 
makes the CSR-initiative less credible”. The fourth response was mentioned 17 times; “If the 
company really was altruistically motivated, the CSR-initiative related parts should be 
highlighted at the expense of the profit maximizing parts of the campaign”.  
 
Another relevant response and parameter, which was mentioned one time was that; “Many 
consumers are easily manipulated”. The companies know that, and some companies 
strategically design CSR-initiatives to allure consumers to support the companies’ initiatives.  
 
Further on, in addition five responses that are more general are also confirming this, though 
the responses are not mentioned many times. The first response is mentioned one time in the 
interviews: “The companies’ primary motivation is to compete against other companies. This 
makes CSR-initiatives less credible”. The second response is mentioned two times; “At first 
sight it seems generous of companies to donate money to CSR-initiatives. But after all it is the 
consumers that donate the money, by buying the company’s products”.  
 
The third response was mentioned one time; “The main goal of the CSR-initiative is to change 
consumers’ behaviors, and influence the consumers to buy more from the company to 
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maximize profits”. The fourth response was mentioned two times; “If the company’s only 
motive was altruistic. The company could just have donated the money to the cause(s) in 
silence. This makes the CSR-initiative less credible”. The fifth and the sixth responses were 
critical responses toward Stormberg. The fifth response was mentioned one time; “The 
company Stormberg will get higher profits by doing CSR, than pure advertising. This makes 
the CSR-initiative less credible”. The sixth response was mentioned two times; “Stormberg 
could have donated more than 1 % of the turnover, if they really were genuinely interested to 
help. This is because 1 % out of 100 % is not relatively so much, and this makes the CSR-
initiative less credible”.  
 
On the other hand, when the consumers find that the companies are having intrinsic motives, 
the consumers will likely make positive attributions of the company’s identity. The following 
five responses confirm this.  
 
The first response was mentioned two times; “The company’s primary motive behind the 
CSR-initiative seems altruistic, and not profit maximizing, which makes the CSR-initiative 
more credible”. The second response was mentioned four times; “The company makes a stunt 
out of the CSR-initiative, and the CSR-initiative is fun and creative. This will be positive for 
the CSR-initiative, when it comes to credibility”.  
 
The third response was mentioned three times; “The design seems professional, which makes 
the CSR-initiative more credible”. The fourth response was mentioned 10 times; “If it is easy 
to grasp the CSR-initiative’s most important information, and it is not too pompous, because 
the company does not try to be more than it is, the CSR-initiative is more credible”. The fifth 
response was mentioned one time; “The consumers find companies that don’t try to highlight 
their own business on behalf of information about CSR in CSR-initiatives, as more credible”.  
 
Conclusions from a research conducted in Denmark, says that there is an expectation of 
companies to engage in CSR-activities. On the other hand, companies should not 
communicate too loud about their CSR-activities (Morsing, et al., 2008). 
 
According to (Ellen, 2006), stakeholders view companies that do CSR for both the good 
(intrinsic), and the profit (extrinsic) more positively, than when attributions were only 
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intrinsic or extrinsic. Based on this, (Porter & Kramer, 2006) meant that companies should 
frankly show the link between profits and social interests in CSR-initiatives, to the world. 
 
This is partly confirmed in the three following responses. The first response is mentioned 11 
times; “All companies that do CSR, also have profits in their minds. It has nothing to say for 
the credibility if the main focus of the CSR-initiative is profits, or altruism, because the money 
will irrespective of that, go to good causes”.  
 
The second response was mentioned 17 times; “If the company’s motives were 100 % 
altruistic, they could have donated money in silence, but in a rational world it is ok when it 
comes to credibility to show the company’s CSR-initiative(s) to the world, and use it to 
strengthen the brand’s reputation. This means that both the company and the cause receive 
money from CSR-initiatives. To show the CSR-initiatives to the world, will also make them 
more responsible, and inspire other companies to do the same”. The third response was 
mentioned 8 times; “As long as the company do not hide the company’s profit maximizing 
self-interest, the CSR-initiative is more credible”. 
 
Only two times was the following mentioned: “If the company’s only motive was altruistic. 
The company could just have donated the money to the cause(s) in silence. This makes the 
CSR-initiative less credible”. And the following was mentioned three times: “It is ok when it 
comes to credibility, to show the company’s CSR-initiative to the world, when the company 
does not have an extensive use of ads on the front webpage, or tv ads etc.”  
 
Personal 
To fully integrate CSR in the business model is very important (Hillestad, et al., 2010), and 
the senior managers’ commitment plays an important role (Jahdi & Acikdilli, 2009). The 
following response confirms the senior managers’ important role, and is mentioned 26 times; 
“The grunder and senior manager of Stormberg is present in the video of their “1 % of 
turnover” CSR-initiative, and gives examples of Stormberg donations. By watching this video, 
one get a more personalized relationship to the company. People get to know him as a 
credible and a good ambassador for Stormberg that is genuinely interested in helping. This is 
because of his down to earth, folksy personality, and based on his managerial position”. Only 
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four times was the opposite mentioned; “The grunder and senior manager of Stormberg is not 
so charismatic, which makes the CSR-initiative less credible”.  
 
Three more general responses were mentioned. The first response was mentioned one time; 
“Family-owned or one person companies are doing CSR more altruistically than larger 
companies, because the company’s reputation is linked more directly to the individuals of the 
family, who wants to have a good reputation”. The second response was mentioned two 
times; “Previous positive experiences with the grunder of the company behind the CSR-
initiative, makes the CSR-initiative more credible”. The third reflection was also mentioned 
two times; “Previous negative experiences with the grunder of the company behind the CSR-
initiative, makes the CSR-initiative less credible”.  
 
Linked 
The brand communication must be in accordance with the inherent characteristics and traits of 
the company, for the communication to be trustworthy and to foster valuable relationships (de 
Chernatony, 1999). It is essential that identity is congruent with communication (Fukukawa, 
et al., 2007). Often stakeholders expect that companies will only sponsor the causes that have 
a good fit, or logical association to the company’s core corporate activities ( (Cone, 2007); 
(Haley, 1996)). 
 
In Gilbert’s (1989) two-stage model, consumers will firstly attribute CSR-initiatives to 
intrinsic motives. Then, the consumers will correct this perception. If there is a low fit 
between a cause and a company’s business, the cognitive elaboration will increase, and 
extrinsic motives will be more salient. This will in turn, reduce the stakeholder’s positive 
perception of a company’s CSR-initiatives. Based on this, companies should highlight the 
CSR fit. 
 
The following two responses confirm this. The first response was mentioned 10 times; “The 
link of buying one bottle of water, and donating 3 liters of water, seems natural and gives 
credibility. It is all about water. Based on this, their engagement therefore seems more 
credible”. The second response was mentioned seven times; ”To try to break a world record 
in car washes, will boost the number of money to Mot, and be more effective than focusing on 
Mot. CSR is a consequence of the number of car washes”.  
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The three following responses, explains that not all links are just positive. The first response 
was mentioned only one time; “There is a link between carwashes and Geir Schau, because 
he is interested in cars, though he is not a very credible person”. In the following second 
response, it was mentioned 9 times that Geir Schau is credible, and it was mentioned 3 times 
that Geir Schau is not credible; “To have a famous person as endorser, that are funny and 
talks catchy, to attract people’s attention towards a good cause, can result in two reactions 
from the consumers. Some people find him credible (9), while others do not (3)”.  The third 
response was mentioned 13 times; “There are two different initiatives, in the same campaign. 
And there is no natural link between the CSR-initiative, and the other initiative, that mainly 
focuses on increasing sales”.  
 
Research by (Bloom, et al., 2006) indicates that in some cases, low fit may lead to more 
favorable consumer reactions, because it may differentiate the company as being more sincere 
in the companies’ motive, which will increase the CSR communication effectiveness.  
 
There are mixed opinions about the degree of variation, in causes that companies should 
donate money to. The first response was mentioned five times; “That there is a great 
variation in the organizations/causes that a company donates money to makes the CSR-
initiative more credible”. The second response was mentioned one time; “By investing in very 
different organizations, the company spreads its risk”. The third response was mentioned two 
times; “Instead of companies spreading their risk to very different organizations when 
donating money through CSR, it would be more credible to specialize in one cause, like for 
example; climate changes or health. This would be more effective, and it would exploit 
economies of scale”.  
 
Noble 
The credibility of advertising messages has a positive impact on the attitude toward the 
advertisement, and also the brand (Choi & Rifon, 2002); (MacKenzie & Lutz, 1989).  
 
Generally, the motivation of the consumers influences the effectiveness of the communication 
(MacInnis, et al., 1991). The extent to which consumers support the cause, decides the 
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effectiveness of the CSR communication. This is because it is related to consumers’ 
motivation to process CSR information (Du, et al., 2010). 
 
The following two responses confirm this. The first response was mentioned four times; “To 
provide clean water to Africa is a very noble and important cause, because clean water is 
essential for existence of humans. This is not a cause companies typically cynically use in 
CSR-initiatives to maximize the company’s profits. This makes Bon Aqua’s CSR-initiative 
more credible”. The second response was mentioned three times; “In the video they could 
have showed persons from non-profit organizations, which received money, or showed video 
from the causes that Stormberg donates money to, and explained why they care”.  
 
Transparent 
According to (Morsing & Schultz, 2006), consumers want subtle CSR communication as 
annual reports and websites, verified by a third party. While (Schmeltz, 2012) argues that 
consumers prefer explicit and factual CSR communication, with a consumer relevance focus. 
This relates especially to a younger audience. In Figure 4, the findings from Denmark show us 
that public relations and corporate advertising are far less important for stakeholders, than the 
less bold message channels, as corporate websites and annual reports (Morsing, et al., 2008). 
 
Both, to focus on the CSR commitment and the CSR impact is effective CSR communication, 
because CSR communication should be factual, and avoid being perceived as bragging (Sen, 
et al., 2009). 
 
The following seven responses confirm that consumers prefer explicit and factual CSR 
communication. The first response was mentioned 24 times; “To show clear documentation 
of the size of this year’s and previous years’ donations, and to which organization(s), makes 
the company and the CSR-initiative more credible. Also, the organizations would not allow 
the company to show incorrect donations”. The second response was mentioned 6 times; “If 
the CSR-initiative is clear, and easy to understand, it makes the CSR-initiative more credible, 
than if it is difficult to follow”. The third response was mentioned 5 times; “No 
documentation of donations makes the CSR-initiative less credible”. The fourth response was 
mentioned two times; “If the company has no documentation in their CSR-initiatives, the 
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consumer would still trust that the company will keep their promises, because of the non-
profit endorser”.  
 
The fifth response was mentioned 18 times; “To use general terms like Africa, and not the 
specific countries or crises is diffuse. Also, to leave out information of how the company 
donates 3 liters of clean water, and how much 3 liters of water costs, makes the CSR-initiative 
look diffuse, and like the company’s motive is more to maximize sales than altruism. This 
makes the CSR-initiative less credible”. Another response, which was mentioned two times 
did not find the Bon Aqua CSR-initiative diffuse though; “To buy one bottle of water, and at 
the same time donate 3 liter of clean water to Africa, is very specific and concrete”.  
 
The sixth response was mentioned three times; “By giving status reports as updates frequently 
of how much water/money that is raised, increases the motivation to join and contribute to the 
CSR-initiative, and it makes the CSR-initiative more credible”. The seventh response was 
mentioned two times; “By not giving updates on progress, the CSR-initiative may seem a bit 
superficial, and not so altruistically motivated. This will make the CSR-initiative less 
credible”.  
 
More generally, the following two responses explain an issue in transparency. The first 
response was mentioned one time; “An oversimplifying of information will not engage 
consumers”. The second response was mentioned five times; “It is ok when it comes to 
credibility, to have CSR-initiatives that are not very specific. This is because it is common, 
and the average consumer does not seek documentation, in the form of numbers”. 
 
6 Discussion 
 
6.1 Theoretical Implications 
 
The seven factors that this master thesis came up with, confirm existing theory on the field. 
This means that no clear and new theory is discovered in this master thesis. Although, no 
clear and new theory is discovered, the master thesis is an original research study. The study 
confirms and labels existing theory into factor names, which are adjectives. Under each of the 
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seven factors, the many responses were accumulated into fewer responses, based on likeness. 
These responses explain the factors, and answer the research question of this master thesis. 
 
The research question where: What makes communication of corporate social responsibility, 
through corporate message channels credible, from the consumers’ point of view? From the 
results, credible communication of corporate social responsibility, through corporate message 
channels are described by the following factors and adjectives; transparent, consistent, 
altruistic, endorsed, noble, personal, and linked. The ranking of the factors from part 4.3, with 
the number of times all responses under each factor was mentioned in the parentheses, were 
as follows: Altruistic (124), Consistent (92), Transparent (78), Endorsed (64), Linked (48), 
Personal (46), and Noble (12). These results, give us an indication of what the respondents 
placed emphasis on in the interviews. 
 
First of all, of the three CSR-initiatives in the interviews, the genuine CSR- initiative received 
the highest score, when it came to attitude towards the CSR-initiative, and measurement of 
credibility. Secondly came the strategic CSR-initiative of Bon Aqua, and third came the 
strategic CSR-initiative of Shell 7-eleven.  
 
From the means of the measurement of credibility, the more philanthropic CSR-initiative of 
Stormberg is more credible, than the two CSR-initiatives of Bon Aqua and Shell 7-eleven, 
that resemble more of customer relationship management initiatives. Existing theory from (Lii 
& Lee, 2012), that the focus on transactions in CRM-activities reveals the firm’s business 
motives, and is therefore not viewed as compatible with credible CSR communication is 
confirmed in the following responses. The design of the CRM-activities (customer 
relationship management), is more focused on sales, than to altruistically help. This reveals 
the company’s underlying motives, and makes the CSR-initiative less credible.  
 
The researcher will now go through all of the seven factors, and explain this master thesis’ 
theoretical implications for each factor. 
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Endorsed 
This master thesis can confirm theory from (Morsing & Schultz, 2006), that consumers want 
CSR communication verified by a third party. The third party can be non-profit organizations, 
with attractive brand images/good reputations/much ethos, or other well-known, respected 
partners that are not non-profit organizations. The third party makes the CSR-initiative more 
credible.  
 
The results can also confirm theory from (Morsing, 2003), (Du, et al., 2010), (Morsing, et al., 
2008), (Wiener, et al., 1990) and (Yoon, 2006), that CSR-initiatives that are communicated 
from neutral sources in the media, or other neutral sources are more credible, because the 
sources are independent, and have no commercial interests in the CSR-initiatives.  
 
Companies that have good reputations, and are perceived to have high source credibility, will 
probably amplify the positive effects of the CSR-communications. Opposite, companies with 
poor reputations will probably experience, that the effects of the companies’ CSR 
communications, will be dampened or even backfire (Yoon, 2006). 
 
The results confirms that companies with poor reputations, like big multi-national companies 
like Coca Cola, increases the impression of sales motives lying behind the CSR-initiative, and 
makes the CSR-initiative less credible. On the other side, big companies are credible, when it 
comes to communicate correct information, and keep their promises in CSR-initiatives. It is 
the same with the receiver organizations, it is important that the organizations are well-
known, and credible, for the CSR-initiatives to be credible. 
 
Also, countries that have good reputations for amongst others low corruption and high welfare 
etc., will probably amplify the positive effects of the CSR-initiatives in the country. This 
response was only mentioned once.  
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Consistent 
To have social resources is mentioned as a competitive advantage. In Doherty & Meehan 
(2006), they explain that social resources consist of three elements; social and ethical 
commitments, connections with partners in the value chain, and consistent behavior over time 
to build trust. The three mentioned elements are interrelated, and when all of them are 
perceived by consumers at the same time, they create a basis for credibility for the company’s 
corporate social responsibility initiative.  
 
From the responses in the interviews in part 5 Analysis of the Results and Theory, one can see 
which responses that confirm the existing theory. That the company has social and ethical 
commitment in the company’s CSR-initiative, is confirmed to give the CSR-initiative more 
credibility. Consistency of input, amount of money donated, and durability, affects the 
credibility of the CSR-initiative. This master thesis also confirms the existing theory, that 
connections with partners in the value chain, makes the company and the CSR-initiative more 
credible.  
 
The third and last criteria was also confirmed, that consistent behavior over time builds trust 
and makes the company, the CSR-initiative, and the promises of the company more credible. 
So, from the interviews, one can confirm that all of the three elements that constitute social 
resources create a basis for credibility, for the company’s CSR-initiative.  
 
The results from the interviews can also confirm that consumers would choose products with 
CSR-initiatives before products with no CSR-initiatives, when the price, quality and design 
are fairly the same. The results, does not originate only from companies with social resources.  
 
Altruistic 
According to (Fein, 1994), when a company is suspected having ulterior, self-serving motives 
in their CSR-activities, stakeholders will likely not make positive attributions of the 
corporate’s identity. Theory from (Fein, 1994), is confirmed in the following responses. When 
the design of CSR-initiatives seems like it is primarily focused on self-serving motives like 
sales, and the motive of altruistically help is coming secondly, consumers find the CSR-
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initiative less credible. CSR-initiatives that are primarily focused on self-serving motives 
seem; unprofessional/soft/flashy/intense/cool/too polished/more like show business and like 
PR sales campaigns. If the company really was altruistically motivated, the CSR-initiative 
related parts should be highlighted, at the expense of the profit maximizing parts of the CSR-
initiative. 
 
On the other hand, when the consumers find that the companies are having intrinsic motives 
the consumers will make positive attributions of the company’s identity. This is confirmed in 
the following sentences. When the primary motive seems altruistic and not profit maximizing, 
the CSR-initiative is more credible. When the design seems professional, also makes the 
CSR-initiative more credible. To make a fun and creative stunt out of the CSR-initiative, 
makes the CSR-initiative more credible. If it is easy to grasp the CSR-initiative’s most 
important information, and the CSR-initiative is not too pompous, because the company does 
not try to be more than it is, the CSR-initiative is more credible. Consumers find companies 
that don’t try to highlight the company’s own business interests, on behalf of information 
about CSR in CSR-initiatives, as more credible. 
 
Conclusions from a research conducted in Denmark, says that there is an expectation of 
companies to engage in CSR-activities. On the other hand, companies should not 
communicate too loud about their CSR-activities (Morsing, et al., 2008). 
 
According to (Ellen, 2006), stakeholders view companies that do CSR for both the good 
(intrinsic), and the profit (extrinsic) more positively, than when attributions were only 
intrinsic or extrinsic. Based on this, (Porter & Kramer, 2006) meant that companies should 
frankly show the link between profits, and social interests in CSR-initiatives to the world. 
 
The first response, says that it has nothing to say for the credibility, if the main focus is 
intrinsic or extrinsic. All companies that do CSR have profits in their minds. The money will 
go to the good causes, irrespective of which motive that lay behind. The second response says 
that, in a rational world it is ok in addition to show the CSR-initiative to the world, to 
strengthen the brand’s reputation. To show the CSR-initiative to the world, will also force the 
companies to be more responsible, and will also inspire other companies to do the same. It 
was also mentioned in the interviews that, when companies do not hide the company’s profit 
maximizing self-interest, the CSR-initiative is more credible.  
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On the other hand, there were two responses that claimed that, if the company’s only motive 
was intrinsic the company could have donated the money, in silence. This makes CSR-
initiatives with extrinsic motives as well, less credible. It was also mentioned three times that, 
it is ok to show the CSR-initiative to the world, when there is no extensive use of 
advertisements on the front webpage, or television ads etc.  
 
Personal 
To fully integrate CSR in the business model is very important (Hillestad, et al., 2010), and 
the senior managers’ commitment plays an important role (Jahdi & Acikdilli, 2009).  
 
The grunder and senior manager of Stormberg, who was present in the video of the 
company’s “1 % of the turnover” CSR-initiative, confirms the senior manager’s important 
role. The senior manager of Stormberg talks about the company’s commitment, and 26 
responses mentioned that one get a more personalized relationship to the company, by 
watching this video. The respondents, also characterized him as; a credible and good 
ambassador, with a down to earth and folksy personality. The senior manager also plays an 
important role, because of his managerial position. Altogether, the 26 responses found the 
senior manager genuinely interested in helping other people. Only four times, was the 
opposite mentioned; that the grunder and senior manager of Stormberg was not so 
charismatic, which made the CSR-initiative less credible.  
 
One response from the interviews found family-owned, or one person companies, more 
altruistically motivated than larger companies, because the company’s reputation then is 
linked more personally to the individuals of the family, who wants to have a good reputation. 
Two other responses were mentioned, two times each. The responses were that; previous 
positive/negative experiences with the grunder, and senior manager of the company standing 
behind the CSR-initiative, makes the CSR-initiative more/less credible. 
 
Linked 
The brand communication must be in accordance with the inherent characteristics and traits of 
the company, for the communication to be trustworthy, and to foster valuable relationships 
(de Chernatony, 1999). It is essential that identity is congruent with communication 
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(Fukukawa, et al., 2007). Often stakeholders expect that companies will only sponsor the 
causes that have a good fit, or logical association to the company’s core corporate activities ( 
(Cone, 2007); (Haley, 1996)). 
 
In Gilbert’s (1989) two-stage model, consumers will firstly attribute CSR-initiatives to 
intrinsic motives. Then, the consumers will correct this perception. If there is a low fit 
between a cause and a company’s business, the cognitive elaboration will increase, and 
extrinsic motives will be more salient. This will in turn, reduce the stakeholder’s positive 
perception of a company’s CSR-initiatives. Based on this, companies should highlight the 
CSR fit. 
 
The following two responses confirm this. From the Bon aqua CSR-initiative, the link of 
buying one bottle of water, and then donating 3 liters of water, is congruent and gives the 
CSR-initiative more credibility. It is all about water. From the Shell 7-eleven CSR-initiative, 
to try to break a world record in car washes, is congruent with Shell 7-eleven stations’ 
activities. The consequence of each car wash is money to the non-profit organization Mot, 
which is not congruent. To organize the CSR-initiative this way, is more effective, than to 
mainly focus on the non-profit organization Mot, because the Mot’s link with the company is 
not congruent.   
 
In the video from the Shell 7-eleven’s CSR-initiative, Geir Schau’s presence is congruent 
with the “world record in carwashes” part, because Geir Schau is interested in cars. When it 
comes to carwashes Geir Schau is credible, but for the part which is about supporting the non-
profit organization Mot, Geir Schau is not credible or congruent at all. In the Shell 7-eleven’s 
CSR-initiative, there are two different initiatives in the same CSR-initiative. There is no 
natural link between the CSR-initiative of Mot, and the CSR-initiative of breaking the world 
record in car washes, by giving away free car washes though. This makes the overall CSR-
initiative less credible. 
  
Research by (Bloom, et al., 2006) indicates that in some cases, low fit may lead to more 
favorable consumer reactions, because it may differentiate the company as being more sincere 
in the companies’ motive, which will increase the CSR communication effectiveness.  
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From the responses, there are mixed opinions about the degree of variation in causes that, 
companies should donate money to. Five responses, claimed that a great variation in 
organizations/causes, to donate money to make the CSR-initiative more credible. While two 
responses, claim that companies should specialize in one cause, like for example; climate 
changes, or health, because this would be more effective, and exploit economies of scale. 
Another response claimed that companies spread their risks, when investing in very different 
organizations.  
 
Noble 
The credibility of advertising messages has a positive impact, on the attitude toward the 
advertisement, and also the brand (Choi & Rifon, 2002); (MacKenzie & Lutz, 1989).  
 
Generally, the motivation of the consumers influences the effectiveness of the communication 
(MacInnis, et al., 1991). The extent to which consumers support the cause, decides the 
effectiveness of the CSR communication. This is, because it is related to consumers’ 
motivation to process CSR information (Du, et al., 2010). 
 
The following two responses confirm this. From the Bon Aqua CSR-initiative, to provide 
clean water to Africa is a very noble and important cause, because clean water is essential for 
the existence of humans. This is not a cause companies typically would dare to use cynically 
in profit maximizing activities. Therefore, this makes the Bon Aqua CSR-initiative more 
credible. Three responses also commented that, Stormberg could have showed persons from 
the non-profit organization receivers, or video clips about the causes they support, and 
explained why they were engaged in the causes, in the video from the CSR-initiative.  
 
Transparent 
According to (Morsing & Schultz, 2006), consumers want subtle CSR communication as 
annual reports and websites, verified by a third party. While (Schmeltz, 2012), argues that 
consumers prefer explicit and factual CSR communication, with a consumer relevance focus. 
This relates especially to a younger audience. In Figure 4, the findings from Denmark show us 
that public relations and corporate advertising are far less important for stakeholders, than the 
less bold message channels, as corporate websites and annual reports (Morsing, et al., 2008). 
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Both, to focus on the CSR commitment and the CSR impact is effective CSR communication, 
because CSR communication should be factual, and avoid being perceived as bragging (Sen, 
et al., 2009). 
 
The following responses confirm that consumers prefer explicit and factual CSR 
communication. The first response was mentioned 24 times; to show clear documentation of 
the size of this year’s and previous years’ donations, and to which organization(s), makes the 
company and the CSR-initiative more credible. Another point is that, the organizations would 
not allow the company, to show incorrect donations. This increases the validity. Another 
response was that, if the CSR-initiative is clear and easy to understand, it makes the CSR-
initiative more credible, than if it is difficult to follow. On the other side, no documentation 
makes the CSR-initiative less credible. A response that was mentioned just two times said 
that, if the company has no documentation in their CSR-initiatives, the consumer would still 
trust that the company would keep their promises, if the CSR-initiative has a non-profit 
endorser. 
 
From the Bon Aqua CSR-initiative, to use general terms like Africa, and not the specific 
countries or crises is diffuse. Also, to leave out information of how the company donates three 
liters of clean water, and how much three liters of clean water costs, makes the CSR-initiative 
look diffuse, and like the company’s motive is more to maximize sales, than to altruistically 
help. This makes the CSR-initiative less credible. On the other hand, only mentioned two 
times, to buy one bottle of water, and at the same time donate three liters of clean water to 
Africa, for some is very specific, concrete and straight-forward. 
 
To give status reports as updates frequently, of how much water or money Bon Aqua’s CSR-
initiative has raised, increases the motivation to join and contribute to the CSR-initiative. This 
makes the CSR-initiative more credible. On the other hand, by not giving updates on progress, 
the CSR-initiative may seem a bit superficial, and not so altruistically motivated. This will 
make the CSR-initiative, less credible. More generally, the following two responses explain 
an issue in transparency. The first response, which was mentioned one time, was that an 
oversimplifying of information will not engage consumers. The second response, which was 
mentioned five times, was that it is ok when it comes to credibility, to have CSR-initiatives 
that are not very specific. This is because it is common, and the average consumer does not 
seek documentation, in the form of numbers. 
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6.2 Managerial Implications 
 
The seven factors can be used as a check list, before launching CSR-initiatives. If the CSR-
initiative is; endorsed, consistent, altruistic, personal, linked, noble, and transparent, the CSR-
initiative will be credibly perceived by the consumers, and successful, based on the results 
from the interviews in this master thesis. By credible, and successful, the researcher means 
that the CSR-initiative will be supported by the consumers, which could result in money to 
the cause(s), and the company. To learn more about what the seven factors consists of, look in 
among others the; results after the transcription and categorizing of data part 4, or/and the 
analysis of the results and theory part 5, or/and the theoretical implications part 6.1.  
 
6.3 Limitations and Further Research 
 
 Validity 
 
6.3.1 Internal Validity 
 
The interviewer will guide the respondent through one issue at a time, to keep them fully 
focused on each issue (Hawley, 2009).  
 
Subjectivity  
The subjectivity may be a problem, when one analyzes the data. It is subjective, what to 
include, and how one perceive the data. The categorization and summarization into factors 
that, describes what credible CSR-initiatives should be like are also very subjective. So, there 
was a possibility that, one’s own background would influence the interpretation. Coding of in-
depth interviews is difficult (Ghauri & Grønhaug, 2010). There was no reliability check, 
performed by any others than the researcher. 
 
Lost Data  
It is inevitable that some data will be “lost”, when the data are transformed into tables. Also, 
in the analysis part, some data are considered irrelevant. 
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In the interviews, one strived to build trust between the interviewer, and the interviewees, so 
that the interviewees would talk freely, and provide honest answers. This increases the 
internal validity. It was important for the interviewer to not be shy, and not hesitate to ask for 
more information, for rephrasing, or for repetitions of the answers, if something were unclear. 
One disadvantage, when analyzing audio recordings, is the lack of body language. This can 
result in misunderstandings, about what the interviewee really thinks.  
 
Half of the sample was females, and the other half of the sample was males. Also, half of the 
sample was over 30 years old, and the other half under 30 years old. One tape-recorded the 
interviews, and asked for the respondents’ permission for this issue, before the interviews. It 
was very important to assure the interviewees, that all the audio recorded material would be 
deleted after the transcription. One also, informed the interviewees before the interviews, 
about the interviewees’ confidentiality. This means, that one assured them that their identity 
would not be revealed in any way, in the final master thesis. To give the interviewees 
information about the topic of the interview, and the practicalities before the interviews, 
hopefully comforted the interviewees, and increased the internal validity.  
 
Process ambiguity, may result in insecurity of the respondents, which can influence the 
internal validity. Interviewees may hesitate to answer, because they are not feeling 
comfortable, and are therefore not revealing their true feelings, and opinions. Respondents 
may, avoid telling the truth, and this is off course negative for the results. Based on this, it 
was wise in the beginning, to briefly guide the respondent through the procedure of the 
interview, and calm down the respondents, by saying that there is no right or wrong answers. 
The three CSR-initiatives were not shown in advance, because one wanted to elicit their 
immediate responses during the interview.  
 
The interviews were run in quiet offices, where one closed the door, with the interviewer and 
the respondent as the only persons present. This was to create an atmosphere, where the 
interviewees felt that they could relax, provide sensitive information, and dare to speak freely, 
without disturbances from other people. This helped to standardize the interviews, made them 
more comparable, and increased the internal validity.     
 
It was important for the interviewer to control the interview, to get relevant information. Right 
after the interview, it was wise to write down some few keywords about the respondent, as 
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part of the file name for the recordings. This helped the researcher a bit, when the researcher 
later transcribed the interviews, so it was easier to remember who the different respondents 
were (Ghauri & Grønhaug, 2010). These files with the keywords, where deleted after the 
master thesis was submitted. The role of the interviewer was to be interested and neutral, in 
the collection of data (Saaka, et al., 2004); (Reynolds & Gutman, 1988).  
 
When respondents avoided answering honestly on sensitive or personal issues, the interviewer 
had the possibility to use a third person format. Another approach, the interviewer had the 
possibility to use use was self-disclosure, by reveal something relevant of the interviewer, to 
make it easier for the respondent to also reveal something relevant. Then, the respondent will 
feel less inhibited (Saaka, et al., 2004). 
 
In this study, the reward for the 25 interviewees was 100 NOK each. By paying the 
respondents, there was a great risk of that the respondents’ primary motivation for participate, 
was to earn 100 NOK in reward, especially poor students below 30 years old, but one does not 
consider this as a problem, for the validity of the results.  
 
6.3.2 External Validity 
 
In this research the interviewer interviewed 25 respondents, where half of the respondents 
where over 30 years, and the other half where under 30 years old. Also, half of the sample 
was females, and the other half was males. This is a qualitative study, which means that one 
used a convenience sample. One wanted to interview consumers, and everyone is consumers. 
Each interview lasted for a maximum of 30 minutes. The number of interviews, and length of 
the interviews where considered as enough, for the results to be considered as generalizable.  
 
The seven factors with the factors’ responses could be tested quantitatively, in a further 
research study, in the future. 
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Appendix 1: CSR-initiatives from 105 Companies 
 
 
1. 1 flaske Bonaqua = 3 liter rent vann til Afrika 
https://www.facebook.com/BonaquaNorge 
2. Norsk tipping sin grasrotandel 
https://www.norsk-tipping.no/grasrotandelen 
3. Pantelotteriet 
http://www.pantelotteriet.no/ 
4. Stormbergs 1 % av omsetning til humanitære og samfunnsnyttige prosjekter 
http://www.stormberg.com/no/om-stormberg/samfunnsansvar/1-prosent 
5. DnBs samfunnsansvar 
https://www.dnb.no/om-oss/samfunnsansvar.html 
6. Flytogets samfunnsansvar 
http://www.flytoget.no/Om-Flytoget/Samfunnsansvar 
7. Skandiabanken – ideer for livet 
https://skandiabanken.no/ideer-for-livet/Start/ 
8. Statoil – Vi støtter morgendagens helter 
http://www.morgendagenshelter.no/ 
9. Gjensidigestiftelsen 
http://www.gjensidigestiftelsen.no/no/ 
10. Nordeas kulturprogram 
http://www.nordea.no/Om+Nordea/Les+mer+om+Nordea+og+finn+kontaktinformasjon/Nordea+i+samfunnet/Nor
deas+kulturprogram/1486162.html?lnkid=top-story_les+-mer-om-nordeas-kulturprogram_28-04-2014 
11. Norwegians samarbeid med Unicef 
http://www.norwegian.no/om-norwegian/samfunnsansvar/samarbeid-med-unicef/ 
12. Skagenfondene 
https://www.skagenfondene.no/Om-oss/Samfunnsansvar/ 
13. Tryg 
http://www.tryg.no/om-tryg/samfunnsansvar/index.html 
14. Statkraft – sponsorater 
http://www.statkraft.no/om-statkraft/sponsorater/ 
15. Telenor 
http://www.telenor.no/om/samfunnsansvar/ 
16. Norsk Hydro 
http://www.hydro.com/no/Hydro-i-Norge/Om-Hydro/Sponsorvirksomhet/#start 
17. Onecall 
https://www.onecall.no/legerutengrenser/ 
18. Rema 1000 
http://www.rema.no/artikler/ansvar 
19. Coop 
https://coop.no/om-coop/samfunnsansvar/ 
20. Rimi julehjelp- Frelsesarmeen 
http://rimi.no/fordeler/julehjelp 
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21. Spar – sponsing 
https://spar.no/Om-SPAR/Sponsing/ 
22. Posten 
http://www.postennorge.no/samfunnsansvar/ 
23. Narvesen 
http://www.narvesen.no/om-oss/samfunnsansvar.aspx 
24. 7 eleven – verdensrekord i bilvask 
http://www.7-eleven.no/turtlevask/forside.aspx 
25. Orkla 
http://www.orkla.no/Samfunnsansvar 
26. Klp 
https://www.klp.no/om-klp/samfunnsansvar 
27. Shell 
http://www.shell.no/environment-society/shell-in-the-society.html 
28. Tine – Samfunnsaktøren 
http://www.tine.no/om-tine#328310 
29. Kavlifondet 
http://www.qmeieriene.no/omQ/Kavlifondet/Pages/Kavlifondet.aspx 
30. Olav Thon gruppen samfunnsansvar 
http://www.olavthon.no/Samfunnsansvar/ 
Olav Thon stiftelsen 
http://www.olavthon.no/Samfunnsansvar/Barekraftig-verdiskapning/ 
31. Nordic Choice hotels 
https://www.nordicchoicehotels.no/samfunnsansvar/ 
32. Marine Harvest 
http://www.marineharvest.no/planet/ 
33. Bergans 
http://www.bergans.no/samfunnsansvar/page/7/engasjement 
34. Norrøna 
https://www.norrona.com/nb-NO/Om-Norrona/samfunnsansvar/ 
35. Friele 
http://www.friele.no/samfunnsansvar/ 
36. Bama 
http://www.bama.no/eway/no/samfunnsansvar/index.aspx 
37. ABB 
http://new.abb.com/no/om-oss/baerekraftig-utvikling/samfunnsengasjement 
38. Danske bank – pengeby 
http://www.danskebank.no/NB-NO/OM-BANKEN/SAMFUNNSANSVAR/Pages/samfunnsansvar.aspx 
39. Bp samfunnsansvar- bp i lokalsamfunnet, bp veldedige bidrag 
http://www.bp.com/no_no/norge/baerekraft/bp-i-lokalsamfunnet.html 
40. bodyshop.no 
http://www.thebodyshop.no/defend_human_rights 
41. Ikea 
http://www.ikea.com/ms/no_NO/this-is-ikea/people-and-planet/people-and-communities/index.html 
Ikea foundation 
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http://www.ikeafoundation.org/ 
42. Mester grønn 
https://www.mestergronn.no/samfunnsansvar/cms/22 
43. Bjørklund 
http://www.bjorklund.no/veldedighet 
44. Vita 
http://www.vita.no/om-vita 
45. McDonald’s – Ronald McDonald’s barnefond 
http://www.mcdonalds.no/no/om_mcdonalds/samfunn_og_miljo/mcd_barnefond.html 
46. Timberland – leger uten grenser og earthkeepers kolleksjon 
http://timberland.no/blogg#84 
47. Byggmakker 
http://www.byggmakker.no/byggmakker/miljo-%20og%20samfunnsansvar/pages/reddbarna.aspx 
48. Deli Deluca – Drømmeprosjektet 
http://delideluca.no/om-deli/ 
49. Coca cola 
http://www.coca-cola.no/nordic-corp/cc/no_NO/pages/sustainability/social_commitment.html 
Coca cola - isbjørner 
http://www.arctichome.no/ 
50. Europris 
http://www.europris.no/cms/csr/ 
51. Lano 
http://www.lano.no/Om-lano/Lano-bryr-seg 
52. Biltema 
http://biltema.no/no/Om-Biltema/Biltemas-sosiale-ansvar/ 
53. Vita smør – Hjertesaken 
http://www.vitahjertego.no/proaktiv/1-kr-til-hjertesaken 
Mills  
http://www.mills.no/selskap/om-mills-da/milj%C3%B8-og-samfunssansvar#ad-image-0 
54. ISS Facility Services 
http://www.no.issworld.com/nn-NO/samfunnsansvar/Samarbeidspartnere 
55. OBOS 
https://www.obos.no/om-obos/sponsing-og-samfunn 
56. GE 
http://www.ge.com/no/company/citizenship/index.html 
57. Joker sykkel 
https://joker.no/Sponsing1/ 
58. Kid interiør – rosa sløyfe aksjonen 
http://www.kid.no/Info/Article.aspx?id=173# 
Kid interiør – hjem igjen 
http://www.kid.no/Info/Article.aspx?id=125 
59. Mesta – julegave 
http://www.mesta.no/hjem/v%C3%A5r-julegave-til-de-som-trenger-det-mest 
60. Kpmg 
http://www.kpmg.no/default.aspx?aid=9497718 
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Manpower 
http://www.manpower.no/nor/om-manpower/samfunnsansvar/ 
61. Selvågprisen 
http://selvaaggruppen.no/om/selvaagprisen/ 
62. Rica hotels 
https://www.rica.no/om-rica-hotels/sosialt-ansvar/ 
63. Startour – ferie for alle og andre tiltak 
http://www.startour.no/om-star-tour/miljo-klima-og-sosialt-ansvar/Sosialt-ansvar/Sosiale-
stotteprosjekter/Sydenferie-for-alle/ 
64. Bravida 
http://www.bravida.no/Om-Bravida/WaterAid/ 
65. Pwc 
http://www.pwc.no/no/om/sponsorat.jhtml 
66. Deloitte 
http://www2.deloitte.com/no/no/pages/about-deloitte/articles/samfunnsansvar-samfunn.html 
67. Omega 
http://www.omega.no/about/community 
68. Lyse 
http://www.lysekonsern.no/om-konsernet/sponsorater/vaare/?offset563=0 
69. Conocophillips 
http://www.conocophillips.no/NO/social-responsibility/sponsorships-and-community-relations/Sider/default.aspx 
70. Euro sko 
http://www.eurosko.no/sider/vart%20samfunnsansvar 
71. Sandnes sparebank – musikkpris, gavefondet 
https://www.sandnes-sparebank.no/musikkpris/ 
72. Glencore nikkelverk 
http://nikkelverk.no/NO/B%C3%A6rekraftigUtvikling/Sider/Samfunnsansvar.aspx 
73. BDO 
http://www.bdo.no/ombdo/samfunnsansvar/ 
74. Wurth 
http://www.wuerth.no/wuerth/382/wurthfondet/ 
75. Jobzone 
https://jobzone.no/Om-Jobzone-Norge/ 
76. Espira 
http://espira.no/om-espira-2/samfunnsansvar/ 
77. Bouvet 
http://www.bouvet.no/om/Samfunnsansvar/ 
78. Kappahl 
http://www.kappahl.com/nn-NO/om-kappahl/vart-ansvar/ 
79. Pfizer 
https://www.pfizer.no/samfunnsansvar/p%C3%A5-oppdrag-redd-barna-i-etiopia 
80. Lindorff 
https://www.lindorff.no/about-us/article/51995/Samfunnsansvar 
81. Landkreditt 
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https://www.landkredittbank.no/om-oss1/samfunnsansvar/mal-og-fokusomrader/#Samarbeid med organisasjoner 
med røtter i landbruket 
82. Unicus - Asperger 
http://unicus.no/om/ 
83. Cubus 
https://cubus.com/no/Bedriftssider/Om-Cubus/Unicef/ 
Varner 
http://www.varner.no/no/Samfunnsansvar11/SAMFUNNSANSVAR/ 
84. ASKO 
http://www.asko.no/om-asko/ 
85. Ticket 
http://www.ticket.no/om-ticket/samfunnsansvar.html 
86. Synsam 
http://www.synsam.no/omsynsam/right-to-play.aspx 
87. Egon 
http://www.egon.no/vi+gir+tilbake 
88. Los 
http://www.los.no/los/losfondet/LOSFondet/ 
89. Sparebanken Vest 
https://www.spv.no/om-oss/vi_satser_paa_vestlandet/allmennyttige-midler/satsomr/humanitaert/ 
90. Verdibanken 
http://verdibanken.no/verdifondet 
91. Aibel 
http://aibel.com/no/corporate-responsibility/helse-miljo-og-sikkerhet 
92. SEB 
http://seb.no/om-seb/om-oss/suzann-pettersen-management 
93. ExxonMobil 
http://www.exxonmobil.no/Norway-Norwegian/PA/community_social.aspx 
94. Total E&P Norge 
http://www.total.no/normal/No/about/sponsor/Sider/Home.aspx 
95. Eni Norge 
http://www.eninorge.com/no/Miljo-og-samfunn/Lokalt-engasjement/ 
96. Talisman 
http://www.talisman.no/om-talisman/samfunnsansvar 
97. Dong Energy 
http://www.dongenergy.no/no/om-oss/samfunnsansvar 
98. Aker Solutions 
http://www.akersolutions.com/en/Global-menu/CR/ 
99. HESS Norge 
http://www.hessnorge.no/index.php?page=sponsor&hl=en_US 
100. Svea Finans 
http://www.svea.com/no/nor/Om-Svea/Sosialt-ansvar/ 
101. Solstad Offshore 
http://solstad.no/about-us/greenoperations/rainforest-protection/ 
102. Weatherford 
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http://www.weatherford.no/sosialt-engasjement/ 
103. Øster Hus 
http://www.oster-hus.no/om-oss/sponset-av-%C3%B8ster-hus 
104. Boreal 
http://www.boreal.no/sponsorprosjekter/category768.html 
105. Seabrokers 
http://www.seabrokers.no/om-seabrokers-group/sponsorater/ 
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Appendix 2: The Three CSR-initiatives from Internet 
                 
1. Shell 7-eleven. Source: http://www.7-eleven.no/turtlevask/forside.aspx 
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2. Stormberg. Source: http://www.stormberg.com/no/om-
stormberg/samfunnsansvar/1-prosent 
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3. Bon Aqua (Coca Cola). Source: 
https://www.facebook.com/BonaquaNorge/info?tab=page_info 
(Bon Aqua has changed their Facebook page, after this master thesis was 
written. The applied facebookpage is the following, in this Appendix 2): 
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Appendix 3: Procedure for the Master Thesis Interviews  
 
1. Introduction 
 
2. Show the first CSR-initiative 
 
3. Measurement of attitude towards the CSR-initiative 
 
            Question 1: On a scale from 0 to 10 how good do you think this CSR-initiative is?  
Question 2: On a scale from 0 to 10, how well did you like this CSR-initiative? 
 
4. Measurement of credibility 
 
            Question 1: On a scale from 0 to 10, how credible do you think this CSR-initiative is? 
Question 2: On a scale from 0 to 10, how much do you feel you can trust this CSR-
initiative?  
 
5. What made this CSR-initiative more credible? 
 
6. What made this CSR-initiative less credible?  
 
7. Repeat everything for CSR-initiative number two, and then for CSR-initiative number 
three (interview 1). 
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The Order of Presentation of the CSR-initiatives in the Interviews 
 
Interview 1: 1,2,3                                          Interview 19: 3,1,2 
Interview 2: 2,1,3                                          Interview 20: 1,3,2   
Interview 3: 3,2,1                                          Interview 21: 2,3,1 
Interview 4: 1,3,2                                          Interview 22: 3,2,1 
Interview 5: 3,1,2                                          Interview 23: 1,2,3 
Interview 6: 2,3,1                                          Interview 24: 2,1,3 
 
Interview 7: 2,3,1                                          Interview 25: 2,3,1 
Interview 8: 3,2,1 
Interview 9: 1,2,3 
Interview 10: 2,1,3 
Interview 11: 3,1,2 
Interview 12: 1,3,2 
 
Interview 13: 2,1,3 
Interview 14: 1,2,3 
Interview 15: 3,2,1 
Interview 16: 2,3,1 
Interview 17: 3,1,2 
Interview 18: 1,3,2 
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Appendix 4: Transcription of the 25 Interviews 
 
Measurement of attitude towards the CSR-initiative:  
1. “On a scale from 0 to 10 how good do you think this CSR-initiative is?” 
2. “On a scale from 0 to 10, how well did you like this CSR-initiative?” 
Measurement of credibility: 
1. “On a scale from 0 to 10, how credible do you think this CSR-initiative is?” 
2. “On a scale from 0 to 10, how much do you feel you can trust this CSR-initiative?”  
 
Interviews with Respondents under 30 Years 
 
Gender: Male 
 
Interview 6 (Male) Number Shell 7-Eleven Stormberg Bonaqua Norge 
Measurement of 
attitude towards the 
CSR-initiative 
1. 6 8 8 
2. 6 8 7 
Measurement of 
credibility 
1. 6 7 7 
2. 6 9 9 
 
 
Interview 6 (Male) Shell 7-Eleven Stormberg Bonaqua Norge 
What made this CSR-
initiative more credible? 
 Stormberg gives us their 
data (transparency, proof).  
 
The history of numbers 
shows consistency.  
 
Everyone can say 
something, but when you 
have historic numbers that 
will support your credibility 
No data is negative, but the 
fact that Coca Cola Coca 
stands behind it is positive 
and makes it pretty credible, 
because they have 
credibility from other 
projects they have done with 
success. 
 You don’t know if the 
average consumer actually 
search for such information 
(numbers). 
 
 1% of turnover is pretty 
much and a large expense 
and may affect the quality 
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 It has nothing to say if the 
money was donated with 
profit in mind or pure 
genuinity, because after all it 
serves the same mission.  
 
What made this CSR-
initiative less credible? 
It looks like advertising, 
because of the video, and 
looks more like show-
business than charity 
He thinks that it is generally 
almost always some profit 
thinking behind CSR. 
The design looks like it is 
made primarily for sales, 
with pop-ups etc. 
It seems unprofessional. The 
way he talked in the video 
and the words he used 
seemed not very 
professional. It seemed like 
it was a show focus, which 
destroys the serious charity 
focus, but on the other side 
he maybe has to do it to get 
publicity and raise money. 
 If their motivations were 
totally clean, they did not 
have to say it at all, but in a 
rational world it is ok to do 
it. 
But if you run a dead serious 
sterile campagn and no one 
sees it, it will not raise any 
money for charity at the 
other side. 
 He believes in the 
implementation of the 
initiative, but their 
motivation is primarily to 
compete and not lag behind 
their competitors, not 
because they are good 
hearted. 
He is a radio man and 
therefore “screams” louder 
up in your face which is 
negative. He liked 
Stormberg and BonAqua 
better. 
  
Stormberg was the best.   
 
 
 
Interview 8 (Male) Number Shell 7-Eleven Stormberg Bonaqua Norge 
Measurement of 
attitude towards the 
CSR-initiative 
1. 5 8 6 
2. 5 8 5 
Measurement of 
credibility 
1. 8 9 8 
2. 8 9 8 
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Interview 8 (Male) Shell 7-Eleven Stormberg Bonaqua Norge 
What made this CSR-
initiative more credible? 
It was cool that radio Norge 
was a part of it. 
1 % is a lot of money, when 
you read everything that 
they donated money to in 
2014.  
The cooperation with Red 
Cross makes the CSR-
activity more credible. The 
logo, and its good 
reputation. BonAqua is also 
a serious company (owned 
by Coca Cola), which is 
positive. 
He believes that the money 
actually goes to MOT. 
He liked that they donated 
money based on the 
turnover and not the profit. 
In the CSR-initiative they 
write that the money will go 
unabridged to the Red 
Cross. 
The fact that they have well-
known logos of the partners 
makes it more credible. 
He also liked that they 
showed clear numbers of 
how much they have 
donated to each 
organization. 
 
The use of video is positive, 
but it is a funny, humor 
variant. 
The fact that the leader and 
grunder of Stormberg talks 
in the video makes it 
credible. He is a credible 
person, and decides where to 
put the money. To have both 
video and text makes it more 
credible. You get a more 
personal relationship to the 
grunder and the company 
instead if it were just text.  
 
He liked Stormberg best, 
then Bon Aqua, and then 7-
Eleven. 
He does not think that most 
people will prefer Stormberg 
products before other 
products based on the CSR-
initiative. He thinks quality, 
design and price matters 
more for the most 
consumers. 
 
 He gets the impression that 
Stormberg wants to help, 
amongst others through their 
1 % of turnover and not 1 % 
of profits. By having this, 
they show that they want to 
help irrespective of bad 
 
112 
 
profits. And it also seems 
more genuine and not just 
like a PR-campaign to earn 
money.  
 The fact that Stormberg 
hires people with poor CVs, 
is very positive for his view 
on Stormberg, because of 
the initiative and also that it 
helps the local community. 
 
What made this CSR-
initiative less credible? 
He thought that 25 kroner pr 
carwash could seem like a 
bit small amount of money 
to the organization MOT, 
but since it is combined with 
free carwash it is a good 
initiative. 
 The CSR-initiative seems 
not so genuine and more as 
an advertisement focusing 
on sales, because they use 
general terms as Africa 
The initiative was more 
“cool” than “good”. It was a 
“stylish” initiative, and he 
think he would have more 
focus on the carwash than 
that 25 kroner goes to MOT. 
 The fact that the channel is 
Facebook is not positive, 
because there are so many 
actors screaming for 
attention (share and like this 
etc.). It makes it less 
credible because it is 
difficult to judge what to 
support and what to not 
support. 
The flashy and intense 
design maybe made it not so 
serious, but it was cool. 
 On the facebook page they 
write: “our new facebook 
page”, what is the 
connection with the CSR-
initiative? 
It seems like they are 
focusing on most that Shell 
wants to set new world 
record and attract new 
customers.  
 Bonaqua should give status 
reports of the sales and how 
much that water that is 
achieved. 
The fact that 25 kroner goes 
to MOT is not a main driver 
for him to go and wash his 
car. 
  
They could instead used all 
the money they use at free 
car washes on MOT. Maybe 
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the focus on world record 
made it look too intense. It 
looks like an advertisement. 
He thinks the focus is 
wrong. The focus is on 
world record and car wash. 
For him if they had focused 
on the charity he would have 
liked it better, but here this 
was more in the background. 
 
 
Interview 9 (Male) Number Shell 7-Eleven Stormberg Bonaqua Norge 
Measurement of 
attitude towards the 
CSR-initiative 
1. 6 10 10 
2. 6 10 8 
Measurement of 
credibility 
1. 9 10 8 
2. 10 10 9 
 
 
Interview 9 (Male) Shell 7-Eleven Stormberg Bonaqua Norge 
What made this CSR-
initiative more credible? 
He has good associations 
with Radio Norge and feels 
that Shell always has been a 
serious actor. 
They show information 
about to what and how large 
amount of money they 
donate to the different 
organizations. There is also 
a great variation in the 
different organizations they 
donate money to. 
The cooperation with Red 
cross (the logo) makes it 
more credible, because he 
got the impression that it is a 
solid organization. 
Geir Schau in Radio Norge 
is making it more credible. 
Also MOT, which is a 
serious organizaion and the 
logos make it more credible. 
Also he has got to learn 
about Stormberg’s CSR 
initiatives on beforehand. 
And he thinks that their 
CSR-initiatives are very 
visible, which increases the 
credibility. 
It is a very important cause 
to provide water to Africa. 
 Also, the grunder in the 
video looks very folksy, 
which makes it very 
credible. 
The link of buying a bottle 
of water and giving away 
water is in itself a sales 
argument. It sets the focus 
on water, which is good. 
 It is part of their philosophy 
to give back to the 
community. And they are 
not afraid of showing to 
He would buy a bottle of 
Bon Aqua instead of another 
brand, because of the good 
deed of savings people’s 
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whom and how much they 
give. Stormberg is 
transparent, which makes it 
more credible. 
life. And he is positive to the 
development of competing 
on CSR. He is positive to 
both increasing Coca-Cola’s 
profits and at the same time 
saving poor children’s lives. 
 By donating 1 % of turnover 
instead of profits, shows 
how permeate this 
philosophy is. This is a solid 
philosophy. They donate 
money irrespective of poor 
times or not. 
 
 He thinks that it is ok to 
show to the world in this 
way that they donate 1 % of 
their turnover to charity, 
instead of just donating it in 
silence. 
 
 Stormberg seems more 
focused on genuinely caring 
for the society, than for 
profit. This is also based on 
their inclusion of people 
with poor cv’s. 
 
 Stormberg is the best CSR-
initiative of the three, 
because it gives generally to 
a lot of different 
organizations. It seems like 
they care. Stormberg is also 
the most genuine of the 
three. 
 
What made this CSR-
initiative less credible? 
The Turtle wash logo is very 
neutral and does not 
contribute to higher 
credibility. 
Stormberg earns on the 
reputation effect of donating 
money.  
It seems maybe a bit 
superficial, because of 
amongst others no 
documentation of progress. 
Stormberg and also Bon 
Aqua are the best, and 7-
eleven is a little bit behind 
on the ranking. 
 Since among others that 
Coca-Cola stands behind, it 
seems more like a clear sales 
argument. It seems more 
like a sales campaign. You 
feel better of buying a Bon 
Aqua bottle of water, 
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because it gives you an 
enhanced value of another 
dimension.  
  It looks more like an 
advertising campaign. 
 
 
 
Interview 10 (Male) Number Shell 7-Eleven Stormberg Bonaqua Norge 
Measurement of 
attitude towards the 
CSR-initiative 
1. 3 7 6 
2. 5 6 5 
Measurement of 
credibility 
1. 3 7 4 
2. 3 7 5 
 
 
Interview 10 (Male) Shell 7-Eleven Stormberg Bonaqua Norge 
What made this CSR-
initiative more credible? 
Nice layout. Easy to get 
information, and not too 
pompous. 
The fact that the video is not 
that pompous gives it 
credibility. The grunder 
does look ordinary, and his 
squinting makes him look 
human. He does not have a 
“top-down” appearance in 
the interview. It is a down-
to-earth video, because of 
the grunder and a simple 
white background with just 
the Stormberg logo. No 
spectacular, luxurious 
effects which makes it 
credible. 
The cooperation with Red 
Cross made it more credible, 
because Red Cross has 
much ethos. 
Clean water is a very 
important cause for Africans 
existence. 
He likes that they support 
Mot. 
Also the fact that the 1% is 
connected with turnover 
which is written in the 
articles of association, 
signals commitment. 
 
 He thinks it is ok to show 
that they use 1 % of the 
turnover to the world, 
instead of donating it in 
silence. Because they have 
no extensive use of means 
like tv ads etc. Everything 
he had heard about 
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Stormberg was through 
news articles and lecturers, 
which makes it credible. 
Also, the fact that they don’t 
flash the good deed on the 
front page of their 
homepage makes it more 
credible. 
 He thinks Stormberg seems 
genuinely interested in 
charity, because amongst 
others that it is a small 
organization in terms of 
market shares and turnover, 
which have more to loose to 
invest in CSR than larger 
organizations. 
 
 He likes Stormberg’s CSR- 
initiative best, then Bon 
Aqua and then 7-eleven. 
 
 Stormberg’s CSR-initiative 
is on a much higher level 
than the other two’s CSR-
initiatives. 
 
What made this CSR-
initiative less credible? 
He almost forgot that they 
donated 25 kroner to Mot. 
World record in carwash 
stole his attention. He 
thought they should have 
highlighted Mot and not 
world record in car wash. 
Around half of the 
organizations that 
Stormberg supports has the 
respondent never heard 
about before, which gives 
half of the donations no 
credibility. 
He thinks it is pompous with 
a Scandinavian lady 
drinking Bonaqua , and an 
African women drinking 
from a brown plastic cup 
portrayed as a mirror image.  
The Shell station will earn a 
lot in goodwill, loyalty, and 
upsell from this stunt. The 
fact that they want to beat 
the world record is 
something he don’t care 
much about. He thinks Geir 
Schau was entertaining, but 
he does not care about he 
breaking the world record. 
He would care about that 
Mot should get 25 kroner pr 
carwash, and therefore 
He thinks that Stormberg 
spreads their risk with 
investing in very different 
organizations. He thinks it 
would be more credible if 
they chose one direction (or 
category) like climate 
changes or health for 
example with its belonging 
organizations to that specific 
category. He thinks it is 
more effective in charity to 
specialize and use 
He thinks that the CSR-
initiative appeals to the 
feelings of helping others by 
drinking Bon Aqua, which 
he thinks he never would 
have thought about when he 
drinks Bon Aqua. 
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thinks this should be 
highlighted. 
economies of scale. 
In this CSr-initiative the true 
agenda between the 
campaign is easily seen 
through. 
 How do they operationalize 
the process with 3 liter of 
water? He thinks that the 
information is not specific 
enough, simple and diffuse. 
He also thinks it is an 
oversimplifying that does 
not engage him. 
  He would not have picked 
Bon Aqua before other 
water brands based on this 
CSR- initiative. 
  It is a soft and diffuse CSR-
initiative. 
  He likes Bon Aqua better 
than 7-eleven, because they 
highlight the CSR-initiative 
more than 7-eleven’s CSR-
initiative. 
  Water in itself is more 
diffuse than for example 
other CSR donations like 
Tom’s shoes etc. 
 
 
Interview 15 (Male) Number Shell 7-Eleven Stormberg Bonaqua Norge 
Measurement of 
attitude towards the 
CSR-initiative 
1. 6 9 7 
2. 6 9 7 
Measurement of 
credibility 
1. 6 10 7 
2. 6 9 6 
 
Interview 15 (Male) Shell 7-Eleven Stormberg Bonaqua Norge 
What made this CSR-
initiative more credible? 
It helps to have a well-
known person to advertise 
for the CSR-initiative. This 
shows that it is a project, 
which they probably will 
implement. 
He liked this better than Bon 
Aqua, and he thinks that 1 % 
of the turnover is a high 
amount of money, instead of 
1 % of the profits. 
The cooperation with Red 
Cross. 
Radio Norge and Mot gives 
it credibility. 
Very credible, because they 
can document all their 
donations. 
If he was in the shop and 
could choose between three 
brands of water, he would 
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choose Bon Aqua for their 
water CSR-initiative if the 
prices were the same. But if 
it is 20-30% more expensive 
it is more unclear if he 
would buy Bon Aqua. 
He thinks the world record 
headline is catchy 
It is credible that the grunder 
is the person in the video, 
and he was a good 
ambassador for Stormberg. 
 
 He thinks that it is ok that 
Stormberg shows the world 
about their donations instead 
of do it in silence, because it 
makes them more 
responsible of actually 
implementing what they say. 
 
 He liked Stormberg best, 
Bon Aqua number as 2 and 
7-eleven as number 3. 
 
What made this CSR-
initiative less credible? 
They should highlight the 
CSR-initiative  giving 25 
kroner to Mot more. 
He believes that the main 
focus of all the three CSR-
initiatives are profit, and a 
little part of it is genuine. 
He doubts that they for sure 
implements what they 
promise in the CSR-
initiative (giving 3 liter of 
water to Africa). 
He thinks that it is a one day 
CSR-initiative, and that 
CSR-initiatives should last 
over longer periods of time. 
 It would have been more 
credible with more 
documentation and more 
specific. 
 
 
Interview 16 (Male) Number Shell 7-Eleven Stormberg Bonaqua Norge 
Measurement of 
attitude towards the 
CSR-initiative 
1. 7 8 5 
2. 7 8 5 
Measurement of 
credibility 
1. 8 9 5 
2. 9 9 6 
 
 
Interview 16 (Male) Shell 7-Eleven Stormberg Bonaqua Norge 
What made this CSR-
initiative more credible? 
He thinks it was a fun CSR-
initiative. 
He thinks that the fact that 
they show specifically what 
and how much they donate 
is credible. Also the fact that 
He thinks that this is less 
credible than Stormberg’s 
CSR-initiative. 
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they base the 1% on 
turnover and not on profits 
make it credible. 
He believes that the actors 
standing behind the CSR-
initiative is credible. 
He thinks it is ok to show to 
the world that they donate 
money instead of donating 
in silence. 
The cooperation with Red 
Cross makes it more 
credible. 
He thinks that it is ok that 
the focus is on the world 
record, because this boosts 
the number of car washes, 
which results in more 
money to Mot.  
Her liked Stormberg best, 
then 7-eleven, and third Bon 
Aqua. 
 
What made this CSR-
initiative less credible? 
  He thinks that the design 
and picture did not seem as 
a serious CSR-initiative. 
The CSR-initiative is 
difficult to follow. 
  He thinks that it is more 
focus on sales, than a 
genuine wish to help by 
giving water aid. 
  It is also diffuse, with buy 
one bottle and donate 3 liter 
of clean water to Africa. 
  It is vague, because he do 
not know how they 
implement this in reality. 
  He does not choose Bon 
Aqua because of their water 
aid, when standing in the 
shop with three different 
brands of water to choose 
between. Quality is more 
important for him. 
 
 
Interview 17 (Male) Number Shell 7-Eleven Stormberg Bonaqua Norge 
Measurement of 
attitude towards the 
CSR-initiative 
1. 4 9 7 
2. 4 9 5 
Measurement of 
credibility 
1. 3 10 4 
2. 5 9 4 
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Interview 17 (Male) Shell 7-Eleven Stormberg Bonaqua Norge 
What made this CSR-
initiative more credible? 
The cooperation with the 
different actors standing 
behind the CSR-initiative. 
The Stormberg grunder 
seemed genuine. And it 
seemed as the focus was not 
primarily on sales. 
The cooperation with Red 
Cross increases the 
credibility. 
At first sight it does not 
seem as a CSR-initiative. It 
is more a bi-effect than the 
main objective of the CSR-
initiative. 
The CSR-initiative seesms 
more “waterproof”, because 
of 1 % of the turnover 
instead of 1 % of the profits. 
If they had based it on 
profits, they could have 
adjusted it more easily by 
for example pay out higher 
salaries to decrease the CSR 
donations. 
 
 This seemed more concrete 
than 3 liter to Afric, because 
they show us specifically 
what and how much they 
donate. 
 
 He thinks it is ok to show to 
the world your donations 
instead of donating in 
silence. It adds an extra 
attribute to the brand, which 
consumers face in stores. 
 
 He thinks that CSR gives the 
products/brands an extra 
competitive advantage, 
which he thinks is positive. 
He likes this kind of 
competition. 
 
What made this CSR-
initiative less credible? 
It seems more like a “PR-
jippo” than a CSR-initiative. 
They off course have an 
economical incentive for 
their CSR-initiatives. You 
can get a bit skeptical to 
companies that just give 
away money without 
demanding anything in 
return. But they strengthens 
their brand. 
The visual aspect seems 
commercialized. 
  It seems that is more focus 
on sales than to genuinely 
help. 
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  He would have not chose 
Bon Aqua based on their 
CSR-initiative when 
standing in the shop facing a 
choice between three brands 
of water. First of all, 
because he would have not 
been aware of it, because it 
does not show very good on 
the bootle. 
  He also thinks it is a bit 
diffuse when they say three 
liter of clean water goes to 
Africa, which is a continent. 
Which country in Africa? 
And also 3 liter of water is a 
bit vague. 
 
 
Gender: Female 
 
Interview 7 (Female) Number Shell 7-Eleven Stormberg Bonaqua Norge 
Measurement of 
attitude towards the 
CSR-initiative 
1. 4 8 7 
2. 3 8 6 
Measurement of 
credibility 
1. 3 10 7 
2. 2 10 7 
 
Interview 7 (Female) Shell 7-Eleven Stormberg Bonaqua Norge 
What made this CSR-
initiative more credible? 
The logo of Mot. The fact that they give us 
actual numbers of what and 
how much they have 
donated first and foremost 
gives it credibility. 
The logo of the Red Cross 
makes it more credible, 
because I trust the 
organization Red Cross. 
It is not on facebook makes 
it more credible. 
The grunder seems credible. I trust the Red Cross more 
than I trust Coca-Cola. 
 The fact that they use 1 % of 
the turnover and not from 
the profit, witness about that 
they really care, and will do 
it irrespective of poor or 
good times. 
The link between selling 
water and giving water 
makes it more credible. 
 She liked Stormberg’s CSr- It is very concrete with 
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initiative best, then Bon 
Aqua, and number three 7-
eleven. 
buying one bottle of Bon 
Aqua, and then 3 liter of 
clean water goes to Africa. 
This makes it more credible. 
What made this CSR-
initiative less credible? 
The fact that the Mot CSR-
initiative is just mentioned 
with one sentence, and Geir 
Schau did not mention Mot 
in the video. 
They could have showed 
some other persons 
representing for example 
some of the organizations 
that receives money in the 
video to give it more 
credibility. Or showed some 
causes that Stormberg 
donates money to in the 
video. 
The fact that they do not 
show specifically numbers 
of how much they have 
donated, as they do in 
Stormberg’s CSR-initiative 
makes it less credible. 
It does not seem as Mot is 
the primary goal of this 
CSR-initiative. 
 Also, how they actually give 
these 3 liters of water is 
unclear. Do they only bore 
wells? 
It seems as the main focus is 
to get publicity around 
Shell, and more sales for 
Shell, instead of CSR. CSR 
is more a consequence of it. 
 It looks much more as an 
advertisement than 
Stomberg’s. And it looks a 
bit too polished. More ad 
than CSR-initiative. 
  She thinks that the message 
is more: buy one bottle of 
Bon Aqua and get good 
conscience. 
  The focus is first and 
foremost on sales, and Red 
Cross’ initiative comes 
secondly. 
  It is not positive to have 
CSR-initiatives on facebook. 
She does not take facebook 
very serious. Because there 
is so many advertisements 
and spam at facebook. 
 
Interview 11 (Female) Number Shell 7-Eleven Stormberg Bonaqua Norge 
Measurement of 
attitude towards the 
CSR-initiative 
1. 3 9 8 
2. 2 9 8 
Measurement of 
credibility 
1. 2 8 6 
2. 4 8 6 
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Interview 11 (Female) Shell 7-Eleven Stormberg Bonaqua Norge 
What made this CSR-
initiative more credible? 
What made it credible was 
the well-known partners, 
and that it happens in 
Norway, where the public 
would have known if the 
money were not donated to 
Mot. 
It was easier to see where 
the money went. And also 
the webpage seemed more 
credible than the others, 
especially the facebook page 
of Bon Aqua. 
The link to Red Cross. 
 Probably based on her 
previous experiences with 
the grunder. He has hold a 
lecture in one subject at 
NHH, she thinks he is a 
good ambassador for 
Stormberg, though he is not 
the most charismatic person. 
The link between selling and 
donating water. 
 The grunder makes it very 
personal in the viseo, which 
makes it more credible. 
 
What made this CSR-
initiative less credible? 
They just put the logo of 
Mot, and a sentence about 
the CSR-initiative. They did 
not mention it in the video, 
or other places. 
To get a top-score, they 
could show and tell us why 
they care with for example a 
video. 
She thinks it looked 
polished. So, she thinks that 
the focus is more on sales 
than actually caring. 
It seems like they just added 
Mot in the end of the 
planning of this campaign, 
because it is nice. 
She thinks it is ok that 
Stormberg shows the world 
their good deeds. They use it 
in their brand management, 
and it is ok because they use 
so much money on good 
causes. It leads to more 
money to good causes. 
 
It does not seems like the 25 
kroner is the main focus of 
this campaign. 
She is positive to using 1 % 
of the turnover instead of the 
profits. 
 
 
Interview 12 (Female) Number Shell 7-Eleven Stormberg Bonaqua Norge 
Measurement of 
attitude towards the 
CSR-initiative 
1. 4 9 7 
2. 4 9 7 
Measurement of 
credibility 
1. 3 9 6 
2. 3 9 6 
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Interview 12 (Female) Shell 7-Eleven Stormberg Bonaqua Norge 
What made this CSR-
initiative more credible? 
Well-known cooperation 
partners. 
The fact that one person 
took responsibility, and 
talked about how they did 
their CSR-initiative. When 
the grunder says it, she 
trusts it. He seems as a good 
ambassador for the brand. 
The cooperation with Red 
Cross. She knows their 
work, and trusts them. 
 The specific numbers and 
what they gave and which 
year. 
 
 She liked Stormberg best, 
then Bon Aqua, and third 7-
eleven. 
 
What made this CSR-
initiative less credible? 
It was just written one 
sentence, with little font 
size. 
She believes they do it to 
strengthen their brand and 
for sales and profit, but they 
do good things, and she 
thinks it is ok to show it to 
the world. 
It looks more as a sales 
trick, than actually wanting 
to donate water to Africa. It 
looks like advertisement, 
and you get influenced, 
because it goes to a good 
cause. 
Hard to see what it is about. 
Looks a bit silly. 
 She had not chosen Bon 
Aqua, because of their CSR 
before other brands in the 
store. 
  She doubts that they actually 
gives three liter of water to 
Africa, and it seems a bit 
diffused. 
  How are they going to give 
this water to Africa, when 
you buy one bottle. It seems 
more like a marketing 
campaign. 
 
 
Interview 13 (Female) Number Shell 7-Eleven Stormberg Bonaqua Norge 
Measurement of 
attitude towards the 
CSR-initiative 
1. 9 10 9 
2. 5 10 10 
Measurement of 
credibility 
1. 8 10 7 
2. 5 10 7 
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Interview 13 (Female) Shell 7-Eleven Stormberg Bonaqua Norge 
What made this CSR-
initiative more credible? 
Giving 25 kroner to Mot. 
The other partners are more 
commercial partners. She 
also thinks it is a wise way 
to brand your company, by 
donating money to Mot, and 
combining it with free car 
washes to break the world 
record. 
She liked the concrete 
documentation of what and 
how much they donated to 
the different organizations. 
And that is what she was 
missing on the Bon Aqua 
CSR-initiative, where she 
thought it were more crap. 
It is good advertisement to 
sell water and focus on 
giving water to needy 
people in Africa. The water-
water link is good. 
 She does not feel that this is 
so commercial as the others. 
The cooperation with Red 
Cross that is not a 
commercial actor. 
 Bon Aqua was more focused 
on sales, and seemed more 
as an advertisement. 
She would have chosen Bon 
Aqua before other brands in 
the store, based on their 
CSR-initiative, because then 
she gets better conscience 
by herself. 
 Stormberg has done this for 
a long time, and she thinks 
they are genuinely 
concerned with doing CSR. 
 
 She thinks Stormberg does 
not do it only for earning 
money, but they also care 
for helping. 
 
 The organizations would not 
let Stormberg show how 
much they donated, if it was 
not true. 
 
  They are not just saying that 
they will do CSR, but they 
can also document it. 
 
  She thinks it is ok that 
Stormberg shows to the 
world their CSR-initiatives. 
 
  She also likes that they 
support a wide range of 
different organizations. 
 
  She admits that she easily 
gets manipulated by such 
CSR-initiatives.  
 
What made this CSR- She did not see the  She does not know how they 
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initiative less credible? connection between world 
record in car wash and Mot. 
actually will implement this 
CSR-initiative in reality. 
They should focus more on 
the Mot part written with 
small font size. 
 For Bon Aqua they will 
probably join Red Cross’ 
campaign to earn money 
from the ad effect. 
Why do Geir Schau want to 
break the world record in car 
wash? She would wash her 
car to give 25 kroner to Mot, 
not to help Geir Schau break 
the world record. 
 It seems a bit diffuse with 
Africa, and the 
implementation phase.  
  She thinks that Bon Aqua 
does thgis primarily for 
profits, but she thinks it is 
ok to use this kind of CSR-
activity communication as 
long as you accomplish 
what you promise. 
 
Interview 14 (Female) Number Shell 7-Eleven Stormberg Bonaqua Norge 
Measurement of 
attitude towards the 
CSR-initiative 
1. 5 7 9 
2. 4 6 7 
Measurement of 
credibility 
1. 4 7 5 
2. 7 7 5 
 
Interview 14 (Female) Shell 7-Eleven Stormberg Bonaqua Norge 
What made this CSR-
initiative more credible? 
The fact that it is written 
that they will support Mot, 
and also Mot’s logo. 
The presentation in the 
video is very good, and the 
fact that 1 % of turnover 
instead of profits gives trust 
to the initiative.  
She would probably chosen 
Bon Aqua before other 
brands in the store based on 
this CSR initiative. Because 
she believes that they would 
have coseted the same, and 
that Bon Aqua is a 
competitive brand compared 
to the other competitors. 
Radio Norge and Nokas are 
companies that gives it 
credibility. 
The documentation of what 
and how much they donate 
makes it more credible. 
It seems generous that they 
donate 3 liters of water 
when they sell on bottle of 1 
liter of water, but she thinks 
it seems a bit improbable. 
She says that she demands 
more evidence for believing 
127 
 
fully in what they say. 
 I think she liked Stormberg 
best, then 7-eleven, and 
third Bon Aqua. 
 Also, the fact that a 
bottle of water costs very 
little, makes it a little cost 
for the buyer to help. 
  Red Cross makes it more 
credible. 
   
   
What made this CSR-
initiative less credible? 
She is generally a bit sceptic 
to such things, and she does 
not see the connection 
between giving money to 
Mot and car wash. 
She believes they do CSR 
for their image. Her view is 
influenced by the case last 
autumn, where the 
Stormberg grunder criticized 
his employees for don’t 
going to work when they 
were sick. 
The fact that Bon Aqua is 
owned by Coca Cola makes 
it less credible. 
She does not think that the 
world record trial is done for 
Mot, but rather for 
advertisement for car wash. 
She thinks it is ok that they 
do their CSR this way, but it 
reveals their profit and 
brand strengthening focus as 
well. They could also 
donated more than 1 % if 
they were really genuinely 
interested, because 1 % is 
not so much. 
She thinks that it is not 
serious that it is a facebook 
campaign. 
She does not think it is 
credible, from a help Mot 
perspective. But, she 
believes that they will do 
what they promise. 
She thinks that their focus is 
more on profit than genuine 
care. 
She is spectical to the fact 
that buying one bottle of 
water will result in three 
liters of clean water to 
Africa. 
She says that the focus is 
more on world record than 
Mot (written with small size 
font). 
 She thinks that it is diffuse 
with writing Africa. Which 
countries in Africa? 
  She thinks it looks like they 
are mainly focusing on 
sales. 
  She thinks that Red Cross is 
not highlighted in the 
initiative. “Our new 
facebook page”, and quench 
more than your own thirst is 
more highlighted. 
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Interview 18 (Female) Number Shell 7-Eleven Stormberg Bonaqua Norge 
Measurement of 
attitude towards the 
CSR-initiative 
1. 6 8 9 
2. 8 7 9 
Measurement of 
credibility 
1. 8 8 9 
2. 7 7 10 
 
Interview 18 (Female) Shell 7-Eleven Stormberg Bonaqua Norge 
What made this CSR-
initiative more credible? 
The fact that they made a 
gimmick out of it by making 
a video. 
It shows commitment that 
they have 1 % of the 
turnover and not from 
profits as many other 
companies have. This shows 
that they are more or less 
bound to this promise. 
The cooperation with Red 
Cross. She knows Red 
Crosss well. She had not 
heard of Mot before. 
She is used to 
advertisements, where the 
CSR-initiative is written 
with small font size, so she 
saw that 25 kroner goes to 
Mot very quickly. 
The fact that they document 
their donations, gives it 
credibility. 
The connection that you buy 
water and give water. 
  She did not react over the 
use of Africa, and not 
specific countries, because 
she is very used to this. 
 It is positive that they 
support a wide range of 
different organizations. 
 
What made this CSR-
initiative less credible? 
She feels that they do the 
initiative first and foremost 
for own marketing purposes. 
She thinks that it is unusual 
to show CSR the way 
Stormberg do. 
She did not feel that they 
primarily does the CSR-
initiative for profits. 
They are using “world 
record” to get publicity. 
 She will not choose Bon 
Aqua before other brands, 
because of their initiative, 
because that it belongs to a 
larger company.  
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Interviews with Respondents over 30 Years 
 
Gender: Male 
 
Interview 1 (Male) Number Shell 7-Eleven Stormberg Bonaqua Norge 
Measurement of 
attitude towards the 
CSR-initiative 
1. 4 8 2 
2. 6 8 2 
Measurement of 
credibility 
1. 4 10 2 
2. 4 9 1 
 
Interview 1 (Male) Shell 7-Eleven Stormberg Bonaqua Norge 
What made this CSR-
initiative more credible? 
It is entertaining, a little but 
funny, good actor. It’s a 
funny advertising stunt. 
It is a big difference 
between 1 % of the turnover 
and 1 % of the profits. He 
thinks the size of the 
donations witness of 
genuiness. 
The only thing that makes 
this more credible is that 
Red Cross is a partner. He 
would recommend Red 
Cross to stop this 
partnership with Bon Aqua. 
They do not hide their self-
interest in getting people to 
wash their cars at Shell 7-
eleven. 
By registering it in 
Brønnøysundsregisteret 
from the start, it shows that 
they have been responsible 
and conscious about this 
from the start off. It seems 
that is is central in the whole 
organization, and a lasting 
initiative compared to an 
initiative just lasting one 
week or two. 
Red Cross is an organization 
that is credible. 
 
He thinks it was honest, and 
funny. They make a stunt 
out of it. They don’t try to 
be more than they are. 
The organizations that they 
have donated money to 
seems credible. 
 
   
He says that he rather 
quickly knew what it is 
about. 
  
It is both a CSR-initiative 
and an advertising initiative. 
And also a cooperation 
initiative between the 
different partners. 
  
 He thinks it is important to   
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be honest in advertisements. 
He thinks it is a lot of stupid 
advertisements. He has more 
sympathy to companies that 
are honest, and don’t write 
part of the ad with small size 
font. 
That the initiative is funny is 
important because he uses 
his time to watch the 
initiative. And to have a 
good time when watching is 
important. 
  
It is creative.   
What made this CSR-
initiative less credible? 
7-eleven attracts people to 
their stations. 
The fact that they have not 
chosen a specific cause to 
donate money to, can be 
seen as a bit negative. 
It is very unclear. He 
wonders if Bon Aqua 
donates something at all to 
Red Cross’ work. 
If Shell 7 eleven really just 
cared about giving money to 
Mot, they could more easily 
just donate 200 000 to Mot 
instead of providing free car 
washes and breaking a 
world record. So, does not 
fully believe that their 
primary goal is to give 
200 000 NOK to Mot. 
When you buy a Stormberg 
product, you know that you 
support something good, but 
you don’t know specific 
what you support, which is a 
bit negative. Some 
organizations waste money, 
others use them  more 
wisely. 
Who in Africa? He thinks 
that they give some money 
to Red Cross. But how much 
3 liters is, and how much 3 
liters cost, he don’t knows. 
If this is true, they lie and 
brag about doing more CSR 
than they actually do. 
The consumer pays for the 
campaign after all, because 
though they give you free 
car wash, you probably will 
return later and then pay for 
it. 
 He wants documentation of 
how much they have 
donated. He gets very 
suspicious to the whole 
initiative. He thinks maybe 
that he gets manipulated, 
and he don’t think it is 
honest. 
He thinks it is ok from an 
ethical point of view, but it 
is negative that their primary 
goal is not donating money 
to Mot. 
 By not having 
documentation, he feels 
unsure, and suspicious, if he 
gets tricked by Bon Aqua. 
The main goal of the 
initiative is change of 
consumer behavior, and 
 It is very diffuse. How much 
does 3 liters of clean water 
costs? 
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influencing the consumers, 
to earn more money. They 
use Mot to allure people to 
join the initiative, but they 
are honest. 
  He thinks they highlight 
their CSR-initiative, and he 
thinks it is a very small 
amount of money they 
donate. 
  Many people are easily 
manipulated. 
 
 
Interview 4 (Male) Number Shell 7-Eleven Stormberg Bonaqua Norge 
Measurement of 
attitude towards the 
CSR-initiative 
1. 3 8 7 
2. 4 8 7 
Measurement of 
credibility 
1. 7 8 7 
2. 7 8 5 
 
Interview 4 (Male) Shell 7-Eleven Stormberg Bonaqua Norge 
What made this CSR-
initiative more credible? 
He has to trust that Shell 
actually does what they 
promise. 
He liked that they had 
documentation of which and 
how much they had donated, 
but he would have trusted 
what the company says they 
will do irrespective of that.  
The cooperation with Red 
Cross. Red Cross has a 
serious image. 
 He thinks it is positive that 
the grunder is in the video, 
and not just a PR-agent. 
Smart marketing link with 
selling water and giving 
water. 
 He liked Stormebrg best, 
then Bon Aqua, and third 7-
eleven. 
 
What made this CSR-
initiative less credible? 
As a CSR-initiative he does 
not think this was so good. 
It is not a good link between 
the car wash initiative and 
helping Mot initiative. In 
Bon Aqua the link was 
better. 
He expects that the 
information is correct, and 
that they will do what they 
promise, because they are 
both serious 
companies/organizations. 
It is not a good link between 
the car wash initiative and 
helping Mot initiative. In 
Bon Aqua the link was 
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better. 
He does not think that the 25 
kroner to Mot matters for 
the ones that wants a free 
car wash. 
  
 
Interview 5 (Male) Number Shell 7-Eleven Stormberg Bonaqua Norge 
Measurement of 
attitude towards the 
CSR-initiative 
1. 7 10 8 
2. 2 10 7 
Measurement of 
credibility 
1. 2 10 6 
2. 2 10 5 
 
 
Interview 5 (Male) Shell 7-Eleven Stormberg Bonaqua Norge 
What made this CSR-
initiative more credible? 
The Mot logo, and the 
NOKAS logo. NOKAS has 
are a social engaged 
company.  
Stormberg has a good 
initiative, where they hire 
people with not perfect cv’s. 
He has heard much positive 
about the company amongst 
others in the media in 
beforehand. He thinks based 
on these initiatives, 
Stormberg has proved that 
they are doing genuine CSR.  
The cause is more important 
than Mot. Water is 
elementary for living for 
human beeings. 
 He thinks that they are real 
or genuine in their CSR-
initiatives. 
The connection between 
buying water and donating 
water is very nice. 
 The fact that they donate 1 
% of the turnover instead of 
the profits. 
The design seems more 
professional than in the 
Shell 7-eleven. 
 Stormberg gives irrespective 
of doing bad 
performance/profits. Their 
motive seems altruistic. 
The use of the color blue as 
in water witness of 
professionalism. 
   The logo of Red Cross. 
What made this CSR-
initiative less credible? 
Initiatives like this all have 
in common that they want to 
attract customers and 
attention, and they use Mot 
to give it ethical credibility 
and assurance (trygghet). 
Will their products have the 
same quality as before, 
irrespective of their CSR-
donations. But he does not 
think that this will drive 
Stormberg bankrupt. He 
thinks that 1 % seems wise. 
They probably think that 
this will contribute to higher 
sales compared to their 
competitors. 
He thinks it does not seem  If they had used the coca-
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credible. He thinks the 
whole initiative is very 
capitalistic. 
cola logo the initiative 
would have been very bad, 
because coca-cola exploits 
people. To not mention 
coca-cola in this initiative he 
thinks is very conscious.  
The two start/stop flags at 
the top is negative, because 
they give the initiative a 
more unserious impression. 
It seems not so professional. 
 The fact that they will only 
support this cause, when the 
consumer buys their product 
is negative. 
He does not think that it 
seems that they have a clear 
plan. 
 Bon Aqua will probably not 
loose anything by making 
these donations. The 
consumer will probably 
finance the initiative. 
The Shell 7-eleven logo is 
more highlighted than the 
Nokas logo. 
 It is easy to get tricked by 
such CSR-initiatives.  
What is the connection 
between Turtle wash and 
Mot. 
 They have done a good job 
to try to camouflage the 
profit/sales focus. 
His impression is that the 
initiative is first and 
foremost created to attract 
customers. 
  
 He thinks that the design is 
very simple. He could do it 
by himself. 
  
 
 
 
 
 
 
 
Interview 19 (Male) Number Shell 7-Eleven Stormberg Bonaqua Norge 
Measurement of 
attitude towards the 
CSR-initiative 
1. 8 10 7 
2. 9 10 8 
Measurement of 
credibility 
1. 9 10 9 
2. 9 10 8 
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Interview 19 (Male) Shell 7-Eleven Stormberg Bonaqua Norge 
What made this CSR-
initiative more credible? 
Carwash and Geir Schau is a 
match, though he by himself 
is not very credible. 
They have a CSR culture 
that they have developed 
over time. He mentions the 
inclusion of people with 
poor cvs. They differentiate 
themselves compared to 
other companies. There are 
not many companies that do 
so much CSR in this way. 
Red Cross’ logo. 
Shell 7 eleven wants to 
show that they are good at 
doing car washes. It is also a 
product bundling, because 
of Turtle wash. 
They do CSR with a long 
term focus. 
He would probably choose 
Bon Aqua before other 
brands of water, because he 
is indifferent of taste, and 
the CSR-initiative could 
have made him choose Bon 
Aqua. 
It seems like a fun 
campaign. 
He thinks that CSR is part of 
their business plan. 
 
 By basing their donation on 
1 % of the turnover instead 
of profit, shows 
commitment. 
 
 In this CSR-initiative there 
is no focus on product and 
sales of products. 
 
 Also, he cannot remember 
that they use it in tv channel 
marketing. It is more an 
initiative that they do 
irrespective of that. 
 
 He do not think that it is 
wrong of Stormberg to show 
their CSR to the world. He 
thinks that they are an 
example that other 
companies should follow. 
He thinks that they have a 
down-to-earth way of doing 
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it. 
What made this CSR-
initiative less credible? 
The campaign’s focus is to 
attract people’s attention, 
and he thinks that world 
record in car wash will 
attract more people’s 
attention than focusing most 
on Mot. The initiative wants 
to show customers that Shell 
delivers good car wash, and 
Turtle wash. 
 The fact that Bon Aqua 
wants to earn money at the 
same time as they help 
people in Africa. They could 
have supported Red Cross 
without connecting it to 
their sales. 
He thinks that this initiative 
it is more fair than Bon 
Aqua’s because here you get 
the product (car wash) for 
free, while you have to buy 
Bon Aqua. 
 It is diffuse to write Africa, 
and not which countries in 
Africa. They could for 
example focused on a 
drought in a specific 
country. 
  It is more sales focus. Bon 
Aqua is highlighted 
compared to Red Cross. 
  He thinks that Bon Aqua 
would have profited on 
focusing on water aid 
instead of their own product. 
 
Interview 20 (Male) Number Shell 7-Eleven Stormberg Bonaqua Norge 
Measurement of 
attitude towards the 
CSR-initiative 
1. 2 10 10 
2. 8 10 8 
Measurement of 
credibility 
1. 5 7 9 
2. 5 10 9 
 
 
Interview 20 (Male) Shell 7-Eleven Stormberg Bonaqua Norge 
What made this CSR-
initiative more credible? 
He thinks that the fact that 
companies earn money on 
doing CSR is ok and nice. 
This is how the world is. 
It is very visible. You see 
immediately what CSR they 
do. 
He choose products based 
on CSR. He would choose 
Bon Aqua before others 
because of CSR. It means 
something for him. 
He did not grasp the CSR in 
the initiative at once. He 
understood firstly that they 
were going to break the 
world record in car wash. 
1 % of the turnover goes to 
CSR, which is very straight 
forward. 
He likes the phrase: 
“Quench more than your 
own thirst”. 
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He thinks it is a good way to 
get publicity. 
The fact that they donate to 
a wide range of 
organizations is positive. 
He like that Red Cross is 
visible. 
He understands that they do 
it to get publicity around 
Shell, and it is nice that they 
support Mot. 
The documentation of what 
they donate. 
 
 This is helpful information 
for him when he stands in 
the store in front of two 
brands that is almost the 
same. Then he will probably 
choose the one with CSR-
initiative. 
 
What made this CSR-
initiative less credible? 
If they really was interested 
in helping Mot, they should 
have focused on Mot and 
mentioned the carwash in 
the background. 
He thinks that the grunder in 
the video was not very good 
to present the CSR. He 
looks very much up to the 
right, and he thinks that if 
someone lies they do so. 
The filming was not so 
good. 
But they do it primarily for 
sales. If Coca-cola had not 
profited on this, they would 
not do it. They are totally 
cynical, because of their 
large size, and that they are 
on the stockmarket. If it 
rather was a family-owned 
company or on-person 
owned company, he thinks 
they could have done CSR 
genuinely.  
  He would have liked that 
they made updates on how 
much they had collected, 
then he would have been 
more actively engaged. 
  He thinks that it is ok to 
write Africa, because he 
knows that there are many 
places in Africa that needs 
water. 
 
Interview 25 (Male) Number Shell 7-Eleven Stormberg Bonaqua Norge 
Measurement of 
attitude towards the 
CSR-initiative 
1. 3 10 3 
2. 5 10 3 
Measurement of 
credibility 
1. 5 10 5 
2. 5 10 5 
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Interview 25 (Male) Shell 7-Eleven Stormberg Bonaqua Norge 
What made this CSR-
initiative more credible? 
 This is something Stormberg 
has planned and are 
conscious about. 
The cooperation with Red 
Cross. 
 He knows something about 
their CSR from beforehand. 
He knows that Stormberg is 
one of the more serious 
actors. 
The fact that they concretize 
amount of water. 
 The fact that the leader and 
grunder is fronting the CSR 
talking very concrete, match 
his impression of Stormberg 
from beforehand. 
He thinks that it is ok that 
they write Africa, because 
there are no countries that 
we Norwegians know very 
much about in general. 
 He thinks that they would 
not do this CSR, if they did 
not meant it, but they off 
course have a profit motive 
behind. 
 
 They have both done it by 
their heart, and do also have 
a cynical business idea 
behind it. 
 
  Shell 7-eleven and Bon 
Aqua are more PR-stunts. 
Stormberg is more 
genuinely concerned about 
helping. 
 
What made this CSR-
initiative less credible? 
He does not understand the 
link to Radio Norge. Is it 
Radio Norge or Shell that 
donates the money to Mot? 
Radio Norge gives 
broadcasting time, and Shell 
gives the car wash. 
The grunder could have 
been more comfortable in 
front of the camera. 
The whole layout seems like 
it was made home. It seems 
like it was made with copy 
and paste. 
It seems not logical that you 
get both free car wash and 
then money in addition will 
go to Mot.  
Stormberg will get more 
effect out of doing it the 
CSR way than by doing an 
ordinary advertising 
campaign. 
He does not think that the 
picture seems very solidary. 
He thinks that Mot should 
be highlighted more on 
behalf of the world record in 
car wash trial. 
As long as the cause gets 
money, this is a good 
initiative for all parts. This 
will not work, when all of 
He would have not chosen 
Bon Aqua in front of other 
brands, because he has some 
other preferences that are 
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the brands are doing CSR. stronger. Also the fact that 
Bon Aqua is owned by Coca 
Cola, which mainly focuses 
on soft drinks, and therefore 
belongs to another category, 
than for example Imsdal or 
Voss, which is more well 
water. But of course he 
thinks that it is positive, but 
it would not affect his 
choice.  
He would have trusted it 
more, if they said that today 
we run a “dugnad” where a 
percentage of the sales goes 
to Mot. 
  
 
Gender: Female 
 
Interview 2 (Female) Number Shell 7-Eleven Stormberg Bonaqua Norge 
Measurement of 
attitude towards the 
CSR-initiative 
1. 7 9 5 
2. 8 9 7 
Measurement of 
credibility 
1. 8 9 8 
2. 8 9 6 
 
Interview 2 (Female) Shell 7-Eleven Stormberg Bonaqua Norge 
What made this CSR-
initiative more credible? 
It is very clear that he wants 
to break the world record. 
The fact that it is based on 
turnover, and not profits. 
This calms her down, 
because you can manipulate 
profits as you like. 
The cause is good. 
The communication is 
simple and good. There is 
no secret agenda. It is clear 
who is behind the initiative. 
Stormberg has registered 
their CSR in 
Brønnøysundregisterne, (the 
articles of associations).  
The initiative is easy to 
understand, and clear. 
She does not like 
advertisements that are so 
advanced that they don’t get 
to highlight the message. 
The way it is portrayed in 
the video is credible. There 
are no fancy effects. It is just 
a man standing in front of 
the logo, which makes it 
more credible than an 
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expensive advertisement. 
She likes this one. It is 
simple, not too much text. 
It is a simple message, that 
is wisely communicated. It 
makes her more safe. 
 
What made this CSR-
initiative less credible? 
She liked Stormberg better 
than this one, because it was 
less text, and today a lot of 
people have dyslexia. 
 By having this initiative on 
Facebook, you exclude a lot 
of people that is not on 
facebook. 
  Everybody can create a 
facebook page. Is this 
facebook page real? 
  She thinks that Red Cross 
should be highlighted more 
in the lay-out. 
  She wants to know for sure 
that the money will actually 
go to Africa. 
  If they had mentioned how 
much money they had 
donated so far, it would 
have been more credible, 
and it would have calmed 
her more down. 
 
Interview 3 (Female) Number Shell 7-Eleven Stormberg Bonaqua Norge 
Measurement of 
attitude towards the 
CSR-initiative 
1. 7 7 5 
2. 7 7 5 
Measurement of 
credibility 
1. 7 7 5 
2. 7 7 5 
 
Interview 3 (Female) Shell 7-Eleven Stormberg Bonaqua Norge 
What made this CSR-
initiative more credible? 
Mot is a well-known 
organization. 
The fact that they donate 1 
% of the turnover instead of 
profits. This gives a sense of 
safety, because they have 
committed themselves to it. 
The cooperation with Red 
Cross. It gives the initiative 
more seriousness. Red Cross 
is a well-known and credible 
organization. 
She heard about this at 
Radio Norge last autumn. 
She likes Geir Schau, so that 
made it credible for her. He 
seems like an allright man, 
though he says a lot of 
dumb, funny things. She 
 By having Red Cross as 
kind of an endorser, you 
don’t need so specific 
numbers. 
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thinks that he does what he 
says, and means what he 
says. 
She thinks Nokas is a serous 
organization. 
  
She thinks it is a big 
gimmick, but if it goes to a 
good cause it is ok. 
  
What made this CSR-
initiative less credible? 
If many companies had done 
CSR, she had loose control, 
and she had been negative. 
The Stormberg grunder’s 
statements in the media last 
autumn is negative, but the 
video here seems credible. 
 
She thinks that the design 
was not good. 
  
 
Interview 21 (Female) Number Shell 7-Eleven Stormberg Bonaqua Norge 
Measurement of 
attitude towards the 
CSR-initiative 
1. 5 10 4 
2. 5 9 2 
Measurement of 
credibility 
1. 5 9 4 
2. 5 9 2 
 
Interview 21 (Female) Shell 7-Eleven Stormberg Bonaqua Norge 
What made this CSR-
initiative more credible? 
 She thinks that this CSR-
initiative is exceptionally 
good. She knows that they 
do other CSR-initiatives like 
inclusion of former 
alcoholics in their 
workforce. 
The only thing is the 
cooperation with Red Cross. 
If not this cooperation, she 
would have never believed 
in it, but still it doesn’t help 
this CSR-initiative. 
 He would have fooled her if 
he wanted to do that. 
 
 The grunder in the video 
seemed very down-to-earth. 
 
 The fact that he uses 
turnover instead of profit, 
shows that he really cares. 
 
 The morale in the company 
is very good. 
 
 They build their brand, but 
they do it in a good way. 
 
What made this CSR-
initiative less credible? 
This is a stunt. Stormberg 
has these values in their 
statues every day. This was 
Why they support the 
organization, is there 
nothing about. Also, she has 
How are they going to do 
this. They are not 
mentioning it at all. What in 
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just one day. not heard of all the 
organizations they support. 
Africa, who?, which 
country? 
She would have done the 
carwash, and don’t care 
about whether she gave 25 
kroner to Mot. So, she did 
not like this so much. She 
liked it better than Bon 
Aqua though. 
She thinks that it is very ok 
to show to the world that 
they gie 1 % of turnover, 
because that can inspire 
others to do the same. 
She thinks that the initiative 
is in the simple 
advertisement category, and 
she would have overlooked 
it. 
The two initiatives are a bit 
disconnected. 
 She had never bought a Bon 
Aqua based on this. 
They give these free 
carwashes to attract 
attention. This is their 
primary goal. The 25 kroner 
to Mot is just something that 
comes secondly. 
 The focus is here more on 
sales, and she thinks this 
will be ignored by many 
people. 
 
Interview 22 (Female) Number Shell 7-Eleven Stormberg Bonaqua Norge 
Measurement of 
attitude towards the 
CSR-initiative 
1. 5 8 3 
2. 4 8 3 
Measurement of 
credibility 
1. 5 8 4 
2. 5 8 4 
 
Interview 22 (Female) Shell 7-Eleven Stormberg Bonaqua Norge 
What made this CSR-
initiative more credible? 
They give away carwashes, 
and 25 kroner to a good 
cause. 
You believe more in a cause 
when a people says it in a 
video, than in the Bon Aqua 
initiative.  
She don’t like such 
campaigns very much. Red 
Cross gives the initiative a 
some credibility, because it 
is a charity organization, and 
their mission is not to earn 
money, but to help people. 
She thought the campaign 
was a bit strange, and she 
was not very excited upon it. 
He gives examples in the 
video, and Stormberg 
documents what they have 
donated money to below the 
video. This makes it more 
concrete. 
 
 The fact that it was the 
grunder and leader who 
spoke gave it credibility. 
Also, he seems ordinary, 
and not fancy dressed up to 
 
142 
 
impress.  
  He recognize him from 
the media, where he has 
received positive publicity 
for free about himself and 
his company’s CSR-
initiatives. 
 
What made this CSR-
initiative less credible? 
The Mot cause were in the 
background. And she 
wonders what has Geir 
Schau to do with it. She 
thought was this the best 
celebrity you found. 
Off course they do it for 
advertising and profits, to 
strengthen their brand, but 
she thinks it is not getting 
less credible because of that. 
She don’t like the trend of 
buying water in the stores, 
when you can drink water 
directly from your faucet for 
free. She says that it is bad 
for the climate. 
She thought that the two 
initiatives did not match 
each other. Mot and free car 
wash? 
She thinks that the 
companies should be aware 
of using CSR correctly, 
because of possible 
retrospective effects. 
 
It is a multi-national 
company, where its primary 
goal is to earn money. 
She thinks that it was not 
much information about Mot 
and Mot’s work. The link 
was not good. The initiative 
and the cause did not match. 
 The initiative provides little 
information, and superficial.  
  To run the initiative in 
facebook, will hit the 
youngest generation mostly. 
  She don’t like facebook 
campaigns, because it is 
very marketing based with 
advertisements. Many 
different initiatives compete 
for your attention. 
 
 
 
 
Interview 23 (Female) Number Shell 7-Eleven Stormberg Bonaqua Norge 
Measurement of 
attitude towards the 
CSR-initiative 
1. 6 8 10 
2. 5 7 8 
Measurement of 
credibility 
1. 4 8 6 
2. 4 8 7 
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Interview 23 (Female) Shell 7-Eleven Stormberg Bonaqua Norge 
What made this CSR-
initiative more credible? 
 The CSR message were 
more highlighted here than 
in Shell 7-eleven, both 
visually and the sound. 
The fact that they use the 
logo of Red Cross. Red 
Cross has high credibility in 
Norway. 
 The grunder seemed serious, 
well formed, controlled and 
well-informed. 
The link that Bon Aqua sells 
water, and gives water aid is 
credible, and Africa needs 
water. 
 He talks about that the CSR 
is anchored in the articles of 
association, so it seems that 
they have done a deliberate 
choice. 
The text was concrete and 
comprehensive, but not all 
have the energy to read text. 
So, she thinks that it is the 
visual picture you see at 
your first glimpse when you 
enter the facebook page that 
scores the most. 
 The video was done 
properly with nice colors, 
and it was not anything that 
disturbed.  
The picture of a lady from 
Europe or something and a 
lady from Africa, explains 
for us the initiative visually. 
 The documentation, and the 
fact that they have done this 
over time is credible. 
She has not been to Africa, 
and thinks it is a good 
illustration with Africa, and 
the continent “filled half 
way up with water on the 
side”. 
 She also thinks that the 
organizations that was 
picked are good 
organizations that does good 
things for the society. She ca 
identify with these 
organizations, and it seems 
wise to support these. 
She would have chosen Bon 
Aqua before other brands, 
because of their CSR 
initiative, if the taste was the 
same. But taste before CSR 
in general, she says. 
 She thinks it is ok that they 
show to the world their good 
CSR initiatives. 
 
  She knew about the brand 
Stormberg from before, and 
she thinks the pictures of 
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advertisments they used 
follow the theme of a 
responsible CSR-actor. 
What made this CSR-
initiative less credible? 
The layout seemed simple, 
and it looked unserious. 
 It is at the same time an 
advertisement for Bon 
Aqua. This is because they 
have big logos with Bon 
Aqua and the bottle. 
She thinks that there are too 
many logos that takes 
attention from the CSR to 
Mot. 
 It is a facebook page with 
other advertisements at the 
screen at the same time. 
The message of Mot is not 
highlighted enough. There is 
too much advertisement. 
  
The 25 kroner to Mot is 
written with small size font, 
and is in the background.  
  
The design seems childish 
and not serious. 
  
 
Interview 24 (Female) Number Shell 7-Eleven Stormberg Bonaqua Norge 
Measurement of 
attitude towards the 
CSR-initiative 
1. 5 7 5 
2. 4 7 6 
Measurement of 
credibility 
1. 4 8 7 
2. 4 9 4 
 
 
 
Interview 24 (Female) Shell 7-Eleven Stormberg Bonaqua Norge 
What made this CSR-
initiative more credible? 
The Mot logo. The fact that it is the 
grunder who speaks in the 
video. 
She could possibly choose 
Bon Aqua before other 
brands in the store, based on 
their CSR. 
 She knows the company 
from before, and that he the 
grunder has an engagement 
for CSR. 
The picture shows Norway 
and Africa. 
 The documentation of what 
and how much they have 
donated. 
The cooperation with Red 
Cross. 
 If they had not talked about 
it, we had not knew 
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anything about it. 
What made this CSR-
initiative less credible? 
Geir Schau is hired, because 
he is a cool man, and 
because he has a certain 
celebrity factor. So, he can 
create publicity around the 
initiative. 
He did not seem so 
energized in the video. He 
could have looked more 
engaged about what he 
talked about in the video. 
The problem with all three 
CSR-initiatives is that you 
do not know how much 
money that actually goes to 
the causes. 
The fact that Geir Schau 
wants to break the world 
record, has nothing to do 
with Mot. It is for Shell 7-
eleven. 
They could have given more 
than 1 % of their turnover. 
How do they give 3 liters of 
water? How many do they 
help? How much money? 
Etc. Which effects does this 
initiative have? 
There is more focus on Shell 
7 eleven’s sales. 
She has experience with 
Stormberg’s clothes that the 
quality of their clothes are 
not  so good, so she 
therefore often chooses 
other brands compared to 
Stormberg. Otherwise if the 
quality was similar, the CSR 
initiative could have tipped 
her choice towards 
Stormberg. 
Also the fact that they 
mention Africa as a 
continent and not specific 
countries.  
  There is a lack of 
information. 
  The Bon Aqua initiative is 
more focused on sales than 
aid, but the money goes to 
needy people irrespective of 
motives. 
 
 
Appendix 5: Means for Measurements in Interviews 
 
Means for All Interviews with Males (When Only Two Categories) 
 
Interview (Male) Shell 7-Eleven Stormberg Bonaqua Norge 
Measurement of 
attitude towards the 
CSR-initiative 
6 9 7 
Measurement of 
credibility 
6 9 6 
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Means for All Interviews with Females (When Only Two Categories) 
 
Interview (Male) Shell 7-Eleven Stormberg Bonaqua Norge 
Measurement of 
attitude towards the 
CSR-initiative 
6 8 7 
Measurement of 
credibility 
5 8 6 
 
 
Means for Interviews with Males under 30 Years (When Only Two 
Categories) 
 
Interview (Male) Shell 7-Eleven Stormberg Bonaqua Norge 
Measurement of 
attitude towards the 
CSR-initiative 
6 8 7 
Measurement of 
credibility 
7 9 7 
 
Means for Interviews with Females under 30 Years (When Only Two 
Categories) 
 
Interview (Male) Shell 7-Eleven Stormberg Bonaqua Norge 
Measurement of 
attitude towards the 
CSR-initiative 
5 9 8 
Measurement of 
credibility 
5 9 7 
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Means for Interviews with Males over 30 Years (When Only Two 
Categories) 
 
Interview (Male) Shell 7-Eleven Stormberg Bonaqua Norge 
Measurement of 
attitude towards the 
CSR-initiative 
6 9 6 
Measurement of 
credibility 
5 10 6 
 
Means for Interviews with Females over 30 Years (When only Two 
Categories) 
 
Interview (Male) Shell 7-Eleven Stormberg Bonaqua Norge 
Measurement of 
attitude towards the 
CSR-initiative 
6 8 5 
Measurement of 
credibility 
6 8 6 
 
Means for All Interviews with Males 
 
Interview (Male) Number Shell 7-Eleven Stormberg Bonaqua Norge 
Measurement of 
attitude towards the 
CSR-initiative 
1. 5 9 7 
2. 6 9 6 
Measurement of 
credibility 
1. 6 9 6 
2. 6 9 6 
 
Means for All Interviews with Females 
 
Interview (Male) Number Shell 7-Eleven Stormberg Bonaqua Norge 
Measurement of 
attitude towards the 
CSR-initiative 
1. 6 8 7 
2. 5 8 7 
Measurement of 
credibility 
1. 5 8 6 
2. 5 8 6 
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Means for Interviews with Respondents under 30 Years, Rounded off to the 
Closest Number 
 
Gender: Male 
 
Interview (Male) Number Shell 7-Eleven Stormberg Bonaqua Norge 
Measurement of 
attitude towards the 
CSR-initiative 
1. 5 8 7 
2. 6 8 6 
Measurement of 
credibility 
1. 6 9 6 
2. 7 9 7 
 
Gender: Female 
 
Interview (Female) Number Shell 7-Eleven Stormberg Bonaqua Norge 
Measurement of 
attitude towards the 
CSR-initiative 
1. 5 9 8 
2. 4 8 8 
Measurement of 
credibility 
1. 5 9 7 
2. 5 9 7 
 
Means for Interviews with Respondents over 30 Years, Rounded off to the 
Closest Number 
 
Gender: Male 
 
Interview (Male) Number Shell 7-Eleven Stormberg Bonaqua Norge 
Measurement of 
attitude towards the 
CSR-initiative 
1. 5 9 6 
2. 6 9 6 
Measurement of 
credibility 
1. 5 9 6 
2. 5 10 6 
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Gender: Female 
 
Interview (Female) Number Shell 7-Eleven Stormberg Bonaqua Norge 
Measurement of 
attitude towards the 
CSR-initiative 
1. 6 8 5 
2. 6 8 5 
Measurement of 
credibility 
1. 6 8 6 
2. 6 8 5 
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